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1 Introduction 
1.1 Theoretical Foundations of Social Capital 
Entrepreneurs generally face different risks when founding a business, of which most 
are related to a lack of information (Fallgatter, 2007). At the same time, entrepreneurs 
need to be all-around talents in order to solve the multi-faceted tasks and problems in 
a short time frame (Hebig, 2004). Hence, it is reasonable that entrepreneurs seek dif-
ferent ways of support, which is usually provided by persons within their network 
who allow entrepreneurs to increase the span of action and reduce uncertainty (Dubini 
& Aldrich, 1991). The underlying potential resources that accrue from personal rela-
tionships within that network and which is accessible for entrepreneurs are called 
‘social capital’ (Anderson, Park, & Jack, 2007; Burt, 1995; Nahapiet & Ghoshal, 
1998). Social capital can best be defined as “the sum of the actual and potential re-
sources embedded within, available through, and derived from the network of rela-
tionships possessed by an individual or social unit“ (Nahapiet & Ghoshal, 1998, 
p. 243).
The theory of social capital became prominent for entrepreneurship research during 
the last decades and focuses on social networks as a resource for entrepreneurs (Da-
vidsson & Honig, 2003; Liao & Welsch, 2003). Academia differentiates between a 
structural, relational and cognitive dimension of social capital (Gedajlovic, Honig, 
Moore, Payne, & Wright, 2013; Nahapiet & Ghoshal, 1998). While the structural di-
mension relates to the network structure and configuration, the relational dimension 
refers to the network quality and thus, the actual resources that can be accrued from 
social networks. Academia focuses mainly on those two dimensions and views the 
cognitive dimension as an antecedent of the relational dimension, denominating the 
psychological factors that lead to a relationship such as shared values and a common 
language (c.f. Gedajlovic et al., 2013; Nahapiet & Ghoshal, 1998). The following 
figure 1 summarizes the dimensions social capital. 
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Figure 1 The dimensions of social capital according to Nahapiet and Ghoshal (1998), Gedajlovic et al. (2013), 
Pearson, Carr, and Shaw (2008), Zheng, Li, Wu, and Xu (2014), Gomez and Santor (2001) 
 
In the case of entrepreneurship, findings show that social capital functions as a ver-
satile source which can be taken advantage of in several ways, such as gaining access 
to potential customers and venture capital (Liao & Welsch, 2003) allocating scarce 
resources (Davidsson & Honig, 2003), preventing failure (Westhead, 1995) or gath-
ering information and influence (Adler & Kwon, 2002). It is resulting from the quality 
of relationships or network ties (Newman, Schwarz, & Borgia, 2014; Schenkel, 
D'Souza, & Matthews, 2012). It comprises i.e. professionals and experts, family and 
friends, acquaintances, potential customers, bureaucrats (Alexy, Block, Sandner, & 
Ter Wal, 2012).  
Research differentiates between “weak ties” (resulting in “bridging social capital”, 
c.f. Smith, Collins, & Clark, 2005) and “strong ties” (resulting in “bonding social 
capital”, c.f. Debrulle, Maes, & Sels, 2014; Granovetter, 1973). Weak ties to another 
person, such as acquaintances, appear to be very beneficial for entrepreneurs because 
the information redundancy is low and information are rather exclusive (Adler 
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& Kwon, 2002; Burt, 1995; Schenkel et al., 2012). In contrast, strong ties, e.g. to 
close family members, are comparably less effective in terms of information gather-
ing but highly effective for the solution of motivational and emotional issues (Adler 
& Kwon, 2002; Burt, 1995; Granovetter, 1973; Newman et al., 2014). Table 1 com-
pares bridging and bonding social capital. 
 
Table 1 Comparison of bridging and bonding social capital, extracted from Adler and Kwon (2002), Coleman (1988), 
Debrulle et al. (2014), Kang & Morris, et al., (2007), Nahapiet and Ghoshal (1998), Putnam (2001), Smith, Smith, and 
Shaw (2017) 
 
Gedajlovic et al. (2013) concluded that despite the fact that social capital research in 
entrepreneurship is replete with studies, little attention has been paid to examine the 
actual resources that can be accrued from different relationships, how those relation-
ships change over time and how the various relationships influence entrepreneurial 
learning and capability development of entrepreneurs. One must add that social cap-
ital research has two major challenges to overcome: First, researchers stress the lack 
of suitable measurement techniques (Gedajlovic et al., 2013; Scrivens & Smith, 
2013). Anderson et al. (2007) therefore recommends the use of qualitative techniques. 
Second, research remains fragmented and often inconclusive (Casson & Giusta, 
2007; Schenkel et al., 2012) which is due to its context-specific and latent nature 
(Anderson et al., 2007; Dodd & Patra, 2002). Its conceptualization remains fuzzy and 
its definition lacks precision (Adler & Kwon, 2002; Anderson et al., 2007).  
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This dissertation therefore focusses on the question how social capital in its struc-
tural, cognitive and relational dimension contributes to the development of a busi-
ness venture in its early stages. It examines the actual resources that emanate from 
the corresponding networks, in particular those resulting from crowdinvesting, and 
management support. 
Two contemporary key activities during the business founding process have been 
chosen as study fields: a) the practical application of entrepreneurial learning through 
management support and founder coaching and b) the venture financing through 
crowdinvesting. Both activities are source for the most important assets of the 
founder, access to information and capital. Thus, its results are not only contributing 
to the social capital research but also provide insights into crowdinvesting and entre-
preneurship education. To address the general query of this dissertation concerning 
the resources that emanate from social capital, the following research questions are 
tackled in four essays: 
 What forms of social capital can be accrued in the relationship with business
supporters and crowdinvestors? (Essay 1-4)
 What factors influence the structural, cognitive and relational dimensions of
social capital in the network of supporters? (Essay 1 and 2)
 How does the structural and relational dimension influence the financing pro-
cess in crowdinvesting? (Essay 3 and 4)
The first essay contributes to overcome the lack of research regarding the influence 
of social capital on learning and capability development and what the actual re-
sources are that can be accrued from social relationships, for instance knowledge 
transfer (Gedajlovic et al., 2013). In particular, the first essay examines the struc-
tural, cognitive and relational dimension by asking how third parties (in the essay 
called business support agents, abbreviated as BSAs, in order to subsume all experts 
that provide business assistance during the venture creation process) support the 
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founder during the venture creation process and how the support was perceived by 
the founder. Additionally, the research examines commonalities and differences of 
the cognitive dimension, either among different BSAs (intrapersonal perspective) or 
respondents (interpersonal perspective). It refers to the degree to which norms and 
behaviour govern relationships (c.f. Inkpen & Tsang, 2005). 
The second essay provides an in-depth analysis of the relationship between the 
founder and a founder coach and thus contributes to close the above mentioned re-
search gaps proposed by Gedajlovic et al. (2013) in two different ways: First, the 
research defines resources that can be accrued (relational dimension) from the 
interaction with a coach. To that aim, five functional roles of the founder coach during 
the coaching process are identified and thereafter assembled in the MNRST model of 
founder coaching. Second, the influence of the interaction between the coach and 
the founder on entrepreneurial learning is analysed by taking into account the 
three dimensions of social capital.  
Likewise, the third essay contributes to the current research on social capital by ex-
ploring the circumstances of a financing process in crowdinvesting and thus generally 
describing the relationship between an entrepreneur and the crowdinvestors from the 
perspective of the project initiator. In other words, it concentrates on the structural 
and relational dimension of project initiators in crowdinvesting, analyses how the 
relationships with different stakeholder in crowdinvesting evolve and explains 
possible resources that can be accrued from the relationships. As a result, the 
financing process is explained in detail. Challenges and opportunities of the underly-
ing relationship are discussed there.  
Finally, the fourth essay shifts the focus on the crowdinvestor and his/her motivation 
to participate in crowdinvesting. The essay aims to find out how crowdinvestors 
view and evaluate the relational dimension of social capital. Furthermore, the 
characteristics and professionality of the crowdinvestors are examined.  By doing so, 
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the essay shows how the structural and relational dimension influences the fi-
nancing process and how social capital can potentially emanate from the rela-
tionships between crowdinvestors, but also between crowdinvestors and a project 
proponent. The following table 2 provides a short overview over the different essays, 
contributing authors and their publication status. 
Joint work 
with 
Contribution Publication status  
Essay 1: Using Repertory Grid Technique to Explore the Relationship Between Business Founders and 
Support Agents 
 Author’s independent research  Published in H. Neergaard & C. M. Leitch (Eds, 
2015). Handbook of Qualitative Research Tech-
niques and Analysis in Entrepreneurship, Publisher: 
Edward Elgar, DOI: 10.4337/9781849809870.00033 
 The submission followed a general call for chapters 
and subsequently a peer-review process 
Essay 2: Supporting fledgling entrepreneurs through founder coaching in Germany 
Dr. Rita 
Klapper 
 
 Main author 
 Responsible for research de-
sign, data collection, data 
analysis and documentation 
(writing).  
 Writing literature review, in-
terpretation of results was 
collaborative. 
 First submission at “International Journal of Entre-
preneurship and Small Business” after resubmission 
rejected 
 Under review at: “Journal of enterprising culture” 
(VHB “C”) 
 Revision of paper according to feedback of reviewers  
 
Essay 3: The Financing Process of Equity-Based Crowdfunding: An Empirical Analysis 
Prof. Dr. 
Andreas 
Pinkwart 
 
 
 Main author 
 Responsible for research de-
sign, data collection, data 
analysis and writing. 
 Revision of paper draft was 
collaborative. 
 
 Published in. D. Brüntje & O. Gajda (Eds., 2015): 
Crowdfunding in Europe. State of the Art in Theory 
and Practice, FGF Studies in Small Business and En-
trepreneurship, Springer International Publishing, 
pp.71-85, DOI: 10.1007/978-3-319-18017-5_5 
 The submission followed a general call for chapters 
and subsequently a peer-review process 
 
Essay 4: What motivates crowdinvestors? An empirical analysis of investors’ motivation and decision 
making in equity-based crowdfunding campaigns. 
Prof. Dr. 
Andreas 
Pinkwart, 
Prof. Dr. 
Alexander 
Brem 
 
 
 Main author 
 Responsible for research de-
sign, data collection, data 
analysis and writing. 
 Revision of paper draft was 
collaborative 
Resubmission to a journal planned 
Table 2 Summary of contributions and co-authors of different chapters 
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1.2 Perspectives of Social Capital in Management Support 
1.2.1 Essay 1: Using Repertory Grid Technique to Explore the Relationship 
Between Business Founders and Support Agents 
 
Research gap: During the venture creation process, founders often demand external 
expertise to avoid fundamental problems that may have irreversible consequences 
(Kailer, 2009). Earlier works show that small business owners are closely connected 
to different BSAs such as accountants, banker and professional advisors (Berry, 
Sweeting, & Goto, 2006; e.g. Christensen & Klyver, 2006). However, from an aca-
demic point of view, little is known about the actors, processes and results of business 
assistance (Lorz, Mueller, & Volery, 2013). Research carried out in the field of ven-
ture capital suggests that management support has a significant positive impact on 
venture performance (Schefczyk & Gerpott, 2001b; Stubner, Wulf, & Hungenberg, 
2007). Further existing research focusses overwhelmingly on fast growing, innova-
tive businesses, and neglects the majority of small and medium-sized ventures whose 
founders do not necessarily intend to grow fast but prefer developing on a smaller 
scale (Bretz et al., 2013). 
Likewise, a research gap exists in the field of social capital regarding the influence 
of the structure and quality of the interaction on the relationship between a founder 
and his supporters during the venture creation process (Anderson et al., 2007). Un-
derstanding the relationship between an entrepreneur and his/her supporters could 
help to develop a clearer understanding of the structural and relational dimension of 
capital (Anderson et al., 2007). This is supported by Gedajlovic et al. (2013) and 
Motoyama and Knowlton (2017) who concluded that further research should be done 
about types of support start-ups are demanding and appreciating as well as the con-
crete resources that can be taken from different supporters. This study therefore aims 
to close the research gap by analyzing the relationships of small business founders 
(micro businesses) during the founding process from a structural, cognitive and rela-
tional perspective. 
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Methodology: The analysis of network quality and structure was carried out by 
George Kelley’s repertory grid technique Kelly (1991) which was developed on the 
basis of the personal construct theory (PCT). The method allows to directly elicit the 
personal perception of individual relationships a founder has built with the supporters 
during the venture creation process. The advantage of the technique lies in the in-
depth analysis of individual perceptions and its inter and intra-personal comparabil-
ity. The data sampled by the repertory grid technique (RGT) allow a qualitative and 
quantitative analysis. For this study a purposive sample was done focusing on typical 
cases in the field of small businesses (Flick, 2011). The data was collected in 2014. 
The collection contains 10 interviews of 60-90 minutes length. Interviews were held 
in German and face to face. A typifying content analysis following (Mayring, 2010) 
has been applied in order to filter relevant distinctive information from the data by 
the means of using a category system (Flick, 2011; Mayring, 2010). Here, the theme-
centred interaction model (TCI) by Cohn (1997) was used. It comprises the following 
categories: interaction level, individual level, factual level and framework conditions. 
The TCI system aims to describe, analyse and steer group processes and thus is able 
to built a framework to analyse relationships.  
Main findings: The essay shows that business founders perceive the social capital 
emanating from BSAs very heterogeneously, both regarding the seven identified 
types of BSAs (business consultant, founder coach, employment officer, tax advisor, 
consultant of chambers or associations and the self-employed acquaintance) and the 
stage of the venture creation process. It furthermore identifies factors constituting the 
structural, cognitive and relational dimension of the accruable social capital. 
According to the interviewees, considerable social capital was perceived in the indi-
vidual advice given by the founder coach. In contrast, seven out of ten mentioned 
negative experiences in collaborating with the employment officer. Consultancy of-
fered by the chamber or professional association was evaluated similarly negatively. 
In turn, when social capital includes operational support for questions of business 
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management and access to finance, founders perceived their relation with those BSAs 
very positively. The essay shows that social capital can be accrued from BSAs in 
form of knowledge transfer and individual support, the latter being regarded as most 
valuable to the founder. 
The analysis of the relationships between the founder and different types of BSA 
shows that sympathy, trust and credibility determine the quality of the social capital. 
In the given study, the structural dimension is determined by framework conditions, 
foremost whether public or private financing is used to support the founding process. 
The results highlight that the cognitive dimension of social capital in the founding 
process is constituted by similar attitudes to entrepreneurship and a common under-
standing of a founder’s motivation by BSAs. Furthermore, it involves a clear assign-
ment of roles between the BSA and the founder in order to be more supportive in 
pointing out necessary entrepreneurial competencies. 
When analysing the nature of the relationship between founders and BSAs, the study 
highlights the impact of individual personalities on the relational dimension. Personal 
characteristics of a founder and a BSA in terms of knowledge and experience strongly 
influence the quality of interaction and determine whether social capital is accruable 
from the relation. The study furthermore demonstrates that the structural dimension 
of social capital alters between different stages of the venture creation process, i.e. 
the relation to the tax consultant is unlikely to unleash social capital in early stages 
of the founding process but grows in importance in the course of time. 
Contribution: The essay aimed to explore the structural, cognitive and relational di-
mension of social capital between a founder and his or her individual network part-
ners who function as BSAs during the different stages of the venture creation process. 
It provides evidence for the importance of social capital by discussing its different 
forms resulting from the relationship with different BSAs. Henceforth, the essay 
counters the shortage of available research regarding the influence of social capital 
on learning and capability development, and what the actual resources are that can be 
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accrued from social relationships, for instance supporting measures such as 
knowledge transfer (Gedajlovic et al., 2013).  
Moreover, the study shows the different perceptions of BSAs with whom the founder 
has either a close or far relationship (i.e. an acquaintance compared to an employment 
officer). It illustrates the shift from personal to extended networks during the venture 
creation process in terms of its underlying relational capital as well as the withdrawal 
of its results (Dubini & Aldrich, 1991).  
The essay also demonstrates the RGT as a suitable method to assess the structural, 
cognitive and relational dimensions of social capital in a personal network.  
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1.2.2 Essay 2: Supporting fledgling entrepreneurs through founder coaching in 
Germany 
 
Research gap: Founder coaching is another way of supporting entrepreneurs during 
the venture creation process by supplying the relevant start-up knowledge and pro-
moting attitudes, skills and behaviour. It is therefore an important source of social 
capital due to its high practical relevance for entrepreneurial learning processes.  
Though founder coaching is to a large extent publicly funded in Germany (Kailer, 
2009), the market remains unregulated and obscure. It consists of numerous small 
businesses and freelancers as standardised quality criteria and professional qualifica-
tion demands are lacking (Anderseck, Walterscheid, & Peters, 2011; Loersch, 2015; 
Staudt, Bestel, & Lewandowitz, 1996b). While founder coaching has been examined 
by several authors (e.g. Anderseck, 2009; Böhm, 2005b; Caliendo et al., 2014; Gries, 
May-Strobl, & Paulini, 1997; Müller & Diensberg, 2011; Schulte, 2008), research 
regarding the interaction between founder and coach, the emanating social capital and 
entrepreneurial learning processes is scarce (e.g. Anderson et al., 2007; Audet & 
Couteret, 2012; Böhm, 2005b; Lorz et al., 2013). Existing research rather focuses on 
analyzing the market (e.g. Schulte, 2008; Tegtmeier, S., Schulte, R., Wille, C.:, 2010), 
providing specific recommendations to overcome structural problems (e.g. Ander-
seck, 2011; Müller & Diensberg, 2011) or evaluating the effectiveness of public 
funded-programs in terms of funding success (e.g. Caliendo et al., 2014; Loersch, 
2015).  
In a nutshell, the field is lacking an in-depth analysis of processes, relationship, roles 
and learning outcomes in founder coaching that go beyond the mere analysis of the 
market or discussion of requirements but give insight in the black box “coaching” 
and hence the emanating social capital.  
Methodology: Given the lack of academic studies in the field of founder coaching a 
case-based research design was chosen (Perry, 2000). In particular, a comparative 
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study has been done. It aims to find common patterns, pitfalls and ultimately best 
practices regarding the entrepreneurial learning process in founder coaching and the 
social capital resulting from the coached founders. A purposive sampling focusing on 
typical cases as proposed by Flick (2011) and Gläser and Laudel (2008) was per-
formed. Three groups were distinguished: public financed founder coaching, private 
financed founder coaching, and founder coaching in the course of financing activities 
such as VCs or business angels. The data was collected between 2013 and 2015 by 
applying semi-structured interviews. The interview guide was created on the back-
drop of existing literature in the field of founder coaching and entrepreneurial learn-
ing. 
The analysis has been done using a comparative case analysis. This method allows 
comparison and replication across cases (Jensen & Rodgers, 2001). The interviews 
were coded thematically with Atlas.ti according to the topics addressed in the ques-
tions. Initially, an open coding was therefore performed. After several iterative steps, 
which aimed to reduce complexity of the codes, they had been typified in four the-
matic categories which had been developed in advance and probed during the analysis 
(c.f. Flick, 2007): the framework conditions of the coaching, the relationship between 
the founder and the coach, the different roles and functions of the coach, and individ-
ual aspects of the coach. From the condensed data common patterns and extremes 
within and across the interviews were derived. Afterwards the data had been para-
phrased based on the codes and categories. Quotes relevant for the codes were cited 
in order to refine the findings and built the models and discussion for the relevant 
chapters (c.f. Mayring, 2010).  
Main findings: As one major finding, the resources emanating from social capital 
were identified and assembled in the MNRST model of founder coaching. It shows 
that a coach takes on five functional roles during the coaching process. Those are: the 
motivation function, the networking function, reflection function, the structuring 
function and a transfer function. For accruing social capital, the cognitive dimension 
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of the coach-coachee relationship is of high importance: at best, the coaching process 
is characterized by a personalized, open, constructive dialogue between the two par-
ties who share the same entrepreneurial values and aims.  
The relational dimension of social capital is visible as trust was described as an un-
derlying condition for the durability of the coaching results. Evidence of bonding 
social capital was found as some of the interviewees described their relationship as 
similar to a friendship despite the short-timed nature of their usually publically fi-
nanced collaboration. This is supported by Kale, Singh, and Perlmutter (2000) who 
found a positive correlation between the strength of ties and the degree of learning 
processes in networks. However, founder coaching can range from a professional, 
fact-oriented and process-oriented approach to a more comprehensive approach en-
compassing the founding process, the individual and the venture. If the latter is the 
case, bonding social capital is most likely to be derived. 
Contribution: The essay examines the forms of social capital resulting from the re-
lationship with the founder coach. It highlights supportive factors of the cognitive 
and relational dimension of social capital, foremost an open, constructive and trust-
building dialogue. If the latter is the case, the research results suggest that the relation 
positively impacts the founders’ entrepreneurial endeavours.   
The results suggest that new methods to enhance knowledge transfer and standardized 
quality criteria for founder coaching should be developed to increase the capacities 
to build bonding social capital. Such an integrative coaching program should consider 
entrepreneurial competences, skills and behaviours.  
In summary, the first part of the dissertation contains essays which focus on the social 
capital that can be accrued from supporters in the social network of an entrepreneur. 
It helps to understand how the network creates value and what the concrete value is 
(Kreiser, Patel, & Fiet, 2013). Moreover, it shows that weak ties (bridging social cap-
ital) can change into strong ties (bonding social capital) between BSAs. The overall 
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contribution to social capital research is provided by the analysis of the interplay be-
tween structural, cognitive and relational capital in the network of the entrepreneur. 
 
1.3 PART II Perspectives of Social Capital in Crowdinvesting 
1.3.1 Essay 3: The Financing Process of Equity-Based Crowdfunding: An Em-
pirical Analysis 
 
Research gap: Crowdinvesting is a promising new method to overcome the equity 
funding gap by systematizing the access to benevolent private supporters that are 
willing to provide capital through the internet. These created relations translate social 
capital in financial capital (c.f. Bourdieu, 1986). 
Substantial research has been done in the field since 2011. However, still only a few 
authors focus solely on crowdinvesting (e.g. Ahlers, Cumming, Günther, & Schwei-
zer, 2015; Angerer, Brem, Kraus, & Peter, 2017b; Brem, Jovanović, & Tomczak, 
2014; Brem & Wassong, 2014). A reason might be a lack of available data because 
the number of projects since its application is small and the method is not available 
in every country (c.f. Klöhn & Hornuf, 2012). Thus, current research often analyses 
crowdinvesting in the context of research on crowdfunding, which has been ad-
dressed by articles, master theses and study works. As a result, the research on 
crowdinvesting remains fragmented without discussing its foundations. Moreover, 
findings in crowdfunding are often not transferable to crowdinvesting due to the di-
verse nature of the both instruments regarding its aim, used financing mechanism and 
thus the resulting crowd. 
In the context of social capital, the crowdinvesting research remains also underdevel-
oped although a number of studies use social capital theory as an approach to analyse 
crowdfunding (e.g. Colombo, Franzoni, & Rossi-Lamastra, 2015; Giudici, Guerini, 
& Rossi Lamastra, 2013; Lehner & Nicholls, 2014), of which some general findings 
might be transferable due to its fundamental nature. 
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However, the essay aims therefore to provide a deeper insight into the funding-pro-
cess of crowdinvesting in order to understand mechanisms that foster the develop-
ment of social capital with its structural and relational dimension. 
Methodology: An explorative approach was chosen as the research field had been 
fairly new and consequently lacking available research. Common patterns and differ-
ences in the funding process are identified by comparing the different crowdinvesting 
platforms with each other. This ultimately leads to a general model of the financing 
process in crowdinvesting. As first step, a literature review was done in order to de-
velop an understanding of the research field. Afterwards, a platform analysis was 
realised. The data collection took place in 2012. In Germany, 20 equity-based crowd-
funding platforms were identified, of which 16 had been active when the study was 
published.  
In a next step, crowdfunding and crowdinvesting platforms have been explored in an 
iterative process and openly coded. From the codes comparison criteria were derived 
in order to make the findings from the platforms comparable. Its application enabled 
the identification of communalities and differences between the platforms. Those 
were condensed and documented in a matrix, and afterwards elaborated in the essay. 
The main interest for this study was on the commonalities.  
Main findings: The core result of the paper is the construction and systematization 
of a funding process from the view of a project initiator. It shows that the project 
initiator has to actively engage in crowd-building activities by pursuing marketing 
activities. It indicates that a personal network can be systematically built and success-
fully exploited. The research highlights that the crowdinvesting platform is a pivotal 
point for the establishment of a crowd and its deployment of financial resources: e.g. 
it decides about which project will be financed by the crowd and thus also signals 
trustworthiness; it calculates the value of the project, offers the infrastructure for the 
communication with the crowd and their funding, supports the marketing activities 
and provides standardized contracts. In other words, the structural dimension of social 
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capital is characterized by a network node (i.e. the crowdinvesting platform) which 
the entrepreneur uses to build the personal network (i.e. the crowd). Thus choosing 
the optimal platform determines the framework conditions of the funding and influ-
ences the crowd building potential.  
Furthermore, the research indicates that the types of social capital emanating from 
crowdinvesting may not only be financial resources but also product-related feedback 
from the crowd, potential customers or suppliers. Results also suggest that different 
forms of social capital are prominent in various phases of the crowdinvesting process, 
e.g. the financial resources in the subscription phase or product-related feedback dur-
ing the holding phase. 
However, the relational dimension of social capital is largely depending on the char-
acteristics of the platform. The project initiator uses it to interact with the crowd but 
also the platform itself interacts with the crowd. It is both, the source and instrument 
for networking activities. Although ties between the crowd and the project initiator 
are comparably weak, trust plays an important role in the financing process. On one 
hand the project initiator displays sensitive information to an unknown group of per-
sons on the other one the crowd provides capital without having a guarantee of re-
payment. 
Contribution: The study contributes to the existing research on social capital in three 
ways: A) It shows that the social capital can be influenced by intermediaries which 
aim to support the monetarization of social capital. B) The research contributes to 
existing research by systematizing the interaction between the platform, the crowd 
and the project initiator. C) It shows that the platform also influences the interaction 
between the project initiator and the crowd, and hence impacts the relational dimen-
sion of social capital.  
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1.3.2 Essay 4: What motivates crowdinvestors? An empirical analysis of inves-
tors’ motivation and decision making in equity-based crowdfunding campaigns 
 
Research gap: As already shown in the previous essay, research on networks and its 
emanating social capital in crowdfunding has been done (e.g. Colombo et al., 2015; 
Frydrych, Bock, Kinder, & Koeck, 2014; Lehner & Nicholls, 2014; Mollick, 2014). 
Crowdfunding and crowdinvesting have in common that the structural dimension of 
social capital relates to the availability of potential investors within an entrepreneurs’ 
network (Zheng et al., 2014). The single network partners remain generally unknown 
for the project initiator until an investment contract is made and have different char-
acteristics from project to project. One can however anticipate the crowd’s composi-
tion by evaluating general characteristics of the platform and the kind of project that 
is proposed.  
Crowdfunding and crowdinvesting are realised for different objectives, differ in the 
financing instruments used, and therefore attract different supporter groups. Suffi-
cient research is available to characterize the crowd in crowdfunding. In turn, the 
properties of the persons who are interested in participating in crowdinvesting remain 
widely unknown. The reason is a lack of profound data in the field and a missing 
differentiation between both financing forms. There are however ongoing academic 
discussions about the professionality and motivation of crowdinvestors (e.g. Ahlers 
et al., 2015; Bethscheider, Höhns, & Münchhausen, 2010; Brem & Wassong, 2014). 
In crowdfunding, the relational dimension of social capital can be viewed as the qual-
ity of the relationships with the crowd, and thus determines the likelihood that the 
funding objective is achieved (Zheng et al., 2014). In addition, community behaviour 
is likely to influence the funding decision (e.g. Angerer et al., 2017b; Frydrych et al., 
2014). These findings raise the question whether the same can be applied to crowdin-
vesting, where higher financial amounts are pledged through shares and the risks are 
therefore higher. Additionally the above mentioned research mostly focuses on an-
swering the questions from the perspective of a project initiator. 
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Methodology: A quantitative approach had been applied. In cooperation with the 
crowdinvesting platform Seedmatch, an online questionnaire was used. Seedmatch is 
one of the oldest platforms in Germany and thus was expected to provide a suffi-
ciently large sample. Hence, the questionnaire language has been German. The study 
was advertised through a newsletter with 9.547 registered recipients, and after clean-
ing the data the final sample had n=349 respondents. Data collection took place in 
May 2013. Data was analysed using descriptive statistics, a bootstrapped sample and 
multiple linear regression analysis. 
Main findings: The data suggest that investors are mainly motivated by the expecta-
tion to make profit. Additionally, the patronage motive is influencing the investment 
decision. Similar to the research on crowdfunding by Zheng et al. (2014), findings 
show that the relational dimension of social capital in crowdinvesting is based on the 
obligation to successfully develop the project and the value to support the founder in 
this aim if necessary. Moreover, the results indicate that investors rely on hard facts 
and indicators of team quality and own branch knowledge, rather than on emotional 
cues or gut feeling. The findings can be interpreted as relevant information for build-
ing trust in the project initiator. 
To summarize the findings, the data suggest that crowdinvestors are able to evaluate 
projects in a professional manner. This indicates that the structural dimension of so-
cial capital is consisting of a crowd which behaves similar to business angels. Using 
these findings, a model has been derived to show the decision making process from 
the perspective of an investor. 
 
Contribution: This essay provides an understanding of the characteristics of the 
crowd and the resulting relationship between the investors and the project initiator 
from the perspective of the investor. It analyses the underlying motivation of inves-
tors which built the basis for the participation in a financing relationship as well as 
the signals that emanate from the project initiator, the project itself or the crowd and 
influences the relational dimension of social capital. 
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The article contributes to the existing literature on crowdinvesting by examining the 
primary motives of investors to participate in a project. It provides evidence about 
the characteristics of the crowd and gives insight in the decision making process of 
investors. Furthermore the article shows that external social capital can be trans-
formed into financial capital if the entrepreneur is able to activate the crowd and con-
vince it of the business idea (Bourdieu, 1986). Thus, once again it shows how im-
portant the relationship between the entrepreneur and his formal and informal net-
works is (relational dimension of social capital).  
 
1.4 Methodological Considerations 
 
In the dissertation the structural, relational and cognitive dimension of social capital 
are discussed by focusing on key activities in entrepreneurship: management support 
and financing. In doing so, social capital theory is extended to contemporary key is-
sues in entrepreneurship. The advantage of the presented essays lies in the integrated 
mixed model design (Foscht, Angerer, & Swoboda, 2007), which consists of a variety 
of methods used to produce and analyse data. Applied methods include a literature 
review and web research (third essay), semi-structured interviews (second essay), a 
quantitative survey and its statistical analysis (fourth essay) and the RGT, a more 
sophisticated interviewing method (first essay). Especially the qualitative techniques 
are perceived as suitable methods to examine questions related to social capital (An-
derson et al., 2007). 
 
The quality of the research was taken into account by different measures. For the 
results of the first essay, the findings of a qualitative analysis applied to RGT should 
be compared with other data in order to validate them (Anderberg, 1973). This has 
been done to some extend by using the interview transcriptions. Furthermore, relia-
bility was provided by a reflexive interviewing process and documentation (Flick, 
2007). Interviews must be carefully proceeded in order to avoid suggestions which 
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might influence the results (Yorke, 1978). However, objectivity of the findings can-
not be assured due to the nature the constructivist paradigm underlying the PCT.  
 
To validate the second essay’s findings, the results were cross-checked with data from 
the first essay regarding the founder coach and existing literature. The reliability of 
the qualitative research was provided by a reflexive documentation of the process and 
coding scheme (Flick, 2007). Also, inter-coder reliability was assured by another cod-
ing repeated by a second person. This also proves the objectivity of data to some 
extent (Flick, 2007). The concept is subject to a controversial discussion in qualitative 
research due to the nature of the sampling, which involves subjective perspectives 
(Flick, 2011).  
 
Moreover, validity of the interviews was checked firstly during the interview by ap-
plying probing questions (c.f. Flick, 2007) and afterwards by checking for inconsist-
encies of the answers (Flick, 2007). In particular, the data used to produce findings 
for the second essay comprised 25 interviews, while 30 interviews had been collected 
in total. However, five of the interviews had little informational value and were re-
jected for the data analysis of this particular essay. 
 
For the third essay generalisability of the findings was reached through the compari-
son of different platforms and the focus on general patterns. Findings from the web-
site were compared with supplementary material and literature in order to validate 
them. Reliability was reached through the coding and its documentation in a matrix. 
Apart from the selection of the target websites the data was taken from, no biased 
data occurred. Thus objectivity of the results was given. 
 
For the last essay, quality measures such as objectivity, validity and reliability func-
tion in a different way due to the nature of quantitative research. Objectivity was 
given by the standardisation of the way in which data was collected (Flick, 2011). 
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Reliability of the questionnaire was examined by applying Cronbach’s alpha (Field, 
2013). Validity was tested by analysing multicollinearity using the variance inflation 
factor and examining correlations (Field, 2013). However, the platform Seedmatch 
shows a quite unique sample due to the platform’s given characteristics, which is why 
the findings might not be fully generalizable. 
  
1.5 Conclusion 
 
The dissertation has discussed the role of social capital in the venture creation process 
from two different ankles: the management support and crowdinvesting. The four 
papers subject to this dissertation highlighted different aspects of social capital for 
entrepreneurship.  
All four essays tackle the question what forms of social capital can be accrued from 
the network of different supporters. Moreover, essay 1 and 2 analyse the structural, 
cognitive and relational dimension of social capital. Findings show that social capital 
can take different forms of support (i.e. from information sharing to operational sup-
port). It enhances knowledge sharing activities as highlighted in essays 1 and 2. It 
leads to the development of entrepreneurial knowledge, skills and competencies 
(Cope, Jack, & Rose, 2007) and therefore is the main benefit of social capital for the 
founder (Inkpen & Tsang, 2005). Furthermore, social capital enables contacts to po-
tential customers and suppliers. The network built through the crowdfunding platform 
can provide product-related feedback and future business partnerships. 
Essay 1 shows which supporters can be part of the personal network of an entrepre-
neur, what resources emanate from them, and in which phase they become relevant. 
Essay 2 deepens the research on the founder coach as a supporter and shows five 
resources the founder can use during the venture creation process in the MNRST 
Model. Those are motivation, network and guided learning in terms of reflection, 
structuring of the process and knowledge transfer. Essays 3 and 4 show how social 
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capital transforms itself into financial capital through the activation of a crowd that 
is willing to provide financing (Lehner, 2014).  
The research examines the factors that influence the structural, cognitive and rela-
tional dimensions of social capital in the network of supporters respective the financ-
ing process of crowdinvesting. It shows that the structural dimension in case of man-
agement support is highly dependent on framework conditions (i.e. public or private 
financing). In the case of crowdinvesting, the structural dimension is determined by 
the chosen platform which defines the framework conditions of the funding process. 
Results of essay 4 furthermore suggest that crowdinvestors have similar characteris-
tics as business angels.  
Though the cognitive dimension of social capital is hardly tangible, some factors are 
identified. In the case of management support, the cognitive dimension of social cap-
ital is influenced by similar attitudes to entrepreneurship and a common understand-
ing of a founder’s motivation of both parties. It also involves a clear assignment of 
roles between the BSA and the founder in order to be more supportive in pointing out 
necessary entrepreneurial competencies. In the case of crowdinvesting findings show 
that shared understanding, constituted by shared attitudes, norms and trust create the 
motivation to participate (Bourdieu, 1986). Thus, the motivation of a crowdinvestor 
is the antecedent of social and financial capital.  
Findings of the first essay provide evidence that the relational dimension of social 
capital is influenced by individual characteristics of the BSAs terms of knowledge 
and experience and determine whether social capital is accruable from the relation. 
Relationship qualities that enable social capital to be accrued during the management 
support are based on an open, constructive and trust-building dialogue as findings in 
essay 1 and 2 show. If the latter is the case, the research results suggest that the rela-
tion positively impacts the founders’ entrepreneurial endeavours. The first essay fur-
thermore demonstrates that the structural dimension of social capital alters between 
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different stages of the venture creation process, while the second essay shows that the 
type of relationship can change during the coaching process (i.e. it changes from 
bridging social capital to bonding social capital). In the case of founder coaching, 
trust was described as an underlying condition for the durability of the coaching re-
sults.  
In the case of crowdinvesting (essays 3 and 4), the relational dimension of social 
capital is determined by the characteristics of the platform. Though ties between the 
crowd and the project initiator are weaker than to those in founder coaching, trust 
plays an important role in the financing process. Moreover, the findings of essay 4 
allow to conclude that the relational dimension of social capital in crowdinvesting is 
based on the obligation to successfully develop the project and the value to support 
the founder in this aim if necessary. 
 
1.6 Implications for Academia and Practice 
 
The dissertation has some implications for practice. The first essay shows that similar 
to Klyver and Hindle (2010) the structural dimension of social capital of BSAs is 
depending on the stages of the founding process. This is due to the mere fact that 
some BSAs are more important in the early stages than others, such as the tax advisor 
compared to the founder coach. Nevertheless, it appears to be advisable to identify 
and approach possible supporters from the beginning in order to make sure that cog-
nitive capital and relational capital is available. In other words, creating a trustful 
relationship depends on the strength of ties - they take time to build but they are later 
the antecedent of social capital in entrepreneurship. Furthermore, the study shows 
that not all BSAs are commonly supportive as the nature of the relationships differs. 
For instance, the tax advisor or business consultant appear to be more helpful when 
one is having a standard question or in later stages of the start-up. Founders seeking 
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management support should therefore carefully reflect their expectations when ap-
proaching a BSA. 
An implication for academia resulting from essay 1 is that the repertory grid tech-
nique is a suitable method in order to measure the structural and relational dimension 
of social capital in both a qualitative and quantitative manner. Though highly indi-
vidual, the repertory grid technique enhances insights into qualitative aspects of the 
relationship between founders and BSAs which can be used to develop recommen-
dations for improving the quality of start up support, and ultimately the performance 
of the company. 
The implication of the second essay shows that especially founder coaches should be 
contacted in the early stages of the venture creation process because this BSA pro-
vides the most comprehensive support in terms of the five functional roles. Moreover, 
the functions of a coach provide a good benchmark for entrepreneurs who wish to 
access support through founder coaching. It objectivizes the gut feeling that potential 
coachees should rely on when approaching founder coaches in the initial contact. 
Moreover, founders should question the motivation and attitude of a coach because it 
manifests in the way the founder coaching is performed. Besides that, founders 
should pay attention to the social network of the coach since one essential function is 
being a network node.  
The results of the third essay implicate that an early networking is highly important 
for the funding process. Founders should therefore systematically access potential 
networks – online and offline – in order to create a critical mass for successful financ-
ing. Proponents should question themselves about their expectations and carefully 
assess if those can be fulfilled by the chosen crowdinvesting platform. Likewise, the 
founder should be able to evaluate if the start-up is likely to grow fast enough to pay 
the obligations to the crowd in the exit phase. This phase also provides opportunities 
to stay in contact with the former crowdinvestor, for instance by proposing him/her 
as a test user. 
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Finally, the results of the fourth essay show that the motivation of crowdinvestors is 
one of the antecedents of social capital. Besides, the type of motivation might deter-
mine the quality of relational capital in the funding process. Here, essay 4 shows that 
not only profit-making is a prevailing motivation but also the wish to support a 
founder. Therefore, the capitalization of the crowd network has the potential to go 
beyond financial support. Proponents should therefore get to know the crowd better 
before the actual funding process starts in order to learn about their motivation to 
participate and built a strategy to activate the crowd properly.  
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2 Essay 1: Using repertory grid technique to explore the relationship between 
business founders and support agents 
 
Published in Neergard, H; Leitch, C. (2015): Handbook of Qualitative Research 
Techniques and Analysis in Entrepreneurship, Edward Elgar, pp. 367-392. 
 
1. Introduction: the importance of support agents for business founders 
Research findings reveal that business founders have an essential impact on the im-
plementation of routines and processes, at least in the early stages of their venture, 
which foster competitiveness and the ability to survive. It appears that there is a direct 
positive correlation between the abilities, the knowledge, and the experience of 
founders, defined as “entrepreneurial competencies”, and the survival of the firm 
(Kollmann, 2008). Hence the more developed the competencies of founders are, ce-
teris paribus, the higher is the possibility of their firm’s survival. Because of this, the 
acquisition of individual entrepreneurial competencies is a key success factor for 
young entrepreneurs in setting up and maintaining a start-up.  
At the same time research by, for instance, Gries, et al. (1997) suggests that founders 
have a high need of external support due to their activities, tasks as managers and 
founders, particularly in view of the responsibilities they assume for management and 
for the development of the founded enterprise. Moreover, nascent entrepreneurs 
know about and use various forms of external expertise, such as consultants, tax ad-
visors, venture capitalists or business angels, Gries, et al., 1997; Müller & Diensberg, 
2011; Tegtmeier, et al., 2010; Stubner, et al., 2007; Schefczyk & Gerpott, 2001). For 
instance, a recent study shows that founders see the supporting and coaching activities 
of business angels as the most important benefits of using external agents, after fi-
nancial support (Holi et al., 2013). Furthermore, we know from venture capital re-
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search that the support of founders in their management activities and business deci-
sions is an important success factor (cp. Stubner, et al., 2007; Schefczyk & Gerpott, 
2001). Through this, founders seek feedback, gain orientation, reduce the complexity 
of the founding process, and receive practical and strategic support for their creation 
as well as develop their entrepreneurial competencies.  
Most research in this area concentrates on very innovative and fast growing business 
ideas that are very likely to obtain venture capital, although they represent only a 
minority of founded companies. The majority of business creations are small and me-
dium-sized ventures, whose founders do not necessarily intend to grow fast but prefer 
develop on a smaller scale (Bretz, et al., 2013; Kreditanstalt für Wiederaufbau, 2012). 
Hence, venture capital companies or business angels do often not support these 
founders, although their founders have a similar need for supporting activities as they 
lack personal capacities, experience, or knowledge (see for instance Schefczyk & 
Gerpott, 2001; Gries, et al., 1997; Lueger, et al., 2007). At the same time little is 
known about how these ventures develop supportive relationships or which 
qualitative characteristics of supporting activities are useful and effective to pomote 
a positive business performance.  
In this chapter I contribute to current research on management support with an 
explorative research study that has investigated personal factors that motivate 
founders to use different business support agents (BSAs) during the venture creation 
process. I concentrate in particular on the personal experience of founders with these 
different agents and I use George Kelly’s repertory grid technique (Kelly, 1955) to 
investigate patterns, similarities and commonalities in the relationships with different 
support agents.  
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2. Research Focus 
Arguably a founder needs sufficent management support during the founding process 
in order to avoid fundamental problems that may have irreversible consequences for 
the young company (Gries, et al., 1997). Stubner et al (2007) and Schefczyk & 
Gerpott (2001) show that support regarding the management of young ventures can 
have a significant impact on the performance of the start-up. What we do not know 
so far is, which qualities and properties a relationship between a founder and a BSA 
must display in order to increase or positively impact the venture's performance. This 
study aims to investigate the individual experiences of founders with different BSAs 
during the founding process. The main research questions are: 
1. How do founders perceive their relationship with BSAs? 
2. What factors are important to them when evaluating the quality of the 
relationship?  
The overall objective is to measure the way individual founders assess their 
relationships with others in the context of support during the venture creation process 
(see also Smith & Ashton, 1975). I successfully reached the goal of interviewing n=10 
respondents, who have founded one ore more companies. A smaller sample size 
would have reduced the generalizability of the findings following Cassel & Walsh 
(2004) who consider a minimum sample size of ten as adaquate and acceptable to 
draw representative theoretical conclusions (Cassell & Symon, 2004). 
For the research the founders were questioned using George Kelly's repertory grid 
according to Kelly, 1991 (cp. also Fransella, 2003). The focus was on the forms of 
support available for founders and the latters' experiences with that support. Within 
the context of management support for founders, the repertory grid technique can be 
used for two different purposes: for practical research and for fundamental research. 
While it can be applied in the former way to evaluate the meanings of the supporting 
activities and by this directly help improve the quality of the learning outcomes of 
the founders, in the latter way it can be used on a meta-dimension to examine how 
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founders perceive situations, processes and actors. In this article repertory grids are 
used for practical research, to elicit the individual perspectives of founders regarding 
their relationships with BSAs. 
 
3. Repertory Grid Technique 
The repertory grid technique (RGT) is a method with which individual attitudes, emo-
tions and perceptions can be elicited and quantified. Hence, it provides an approach 
to discovering personal ideas and values in arguably a more profound way than other 
psychological methods. The RGT was developed by George Kelly, a psychologist, 
and first published in 1955 (cp. also Kelly, 1991) based on the personal construct 
theory (Kelly, 2003).  
 
3.1 The personal construct theory 
The basic assumption of the personal construct theory (PCT) is that people do not 
only respond to stimuli but build cognitive images of their surroundings that are struc-
tured within a systematic framework, which Kelly called “personal construct sys-
tems”. Kelly also proposed that the personal construct systems differ among individ-
uals, which results in varying perceptions of the world, the self, others and events 
(Kelly, 2003).  
A personal construct system is built through experiences, education and socialization. 
It permanently changes as experiences and knowledge evolve (Yorke, 1978; Rie-
mann, 1983). As a result, a situation or event cannot be perceived in exactly the same 
way by two individuals but can at least be perceived as being similar (Easterby-Smith, 
et al., 1996). People distinguish themselves in how they construct events, which Kelly 
described as individuality corollary (Kelly, 2003; Easterby-Smith, et al., 1996). This 
is the reason why knowledge cannot objectively be evaluated as “right” or “wrong”, 
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it can only be evaluated as being meaningful to a person and has to be evaluated in 
the context of its creation (Easterby-Smith, et al., 1996). 
A personal construct system consists of a finite hierarchical system of bipolar con-
structs with a finite scope (cp. Yorke, 1978; Riemann, 1983, Bannister & Fransella, 
1977). Those opposing poles determine the meaning of the construct (Bannister & 
Fransella, 1977). Every construct is built by the individual linkage of similarities and 
differences that define the two construct poles. Similarities and differences are de-
rived from so-called “elements”, which induce a comparison process and by this de-
fine the construct poles regarding a certain topic. Elements are the nominating focus 
of a person’s thoughts with which values and concepts are linked and can be events, 
people or non-living things (Thomas & Harri-Augstein, 1984; Richter & Derry, 
2012). At least three elements are needed to establish a construct; elements, from 
which the opposing poles are derived (Riemann, 1983). This is due to the fact that 
one pole is built by the similarity between two elements and the other one by the 
difference regarding the third. Several of those constructs create the construct system 
for a specific question, situation or reference area (Bannister & Fransella, 1977). 
 
3.2 The process of inquiry 
The goal of the RGT is to describe the individual construct system (Easterby-Smith, 
et al., 1996). The method can be used, for instance, to understand roles and relation-
ships of interviewees and of their network (Smith & Ashton, 1975). Thus, the inter-
viewer is verbally reconstructing a respondent’s personal construct system, but he is 
doing this in conversation with the interviewee. As a result, one can gain information 
about a respondent's perceptual framework as well as direct expressions of the indi-
vidual operating constructs (Smith & Ashton, 1975). 
There are several different ways to conduct a repertory grid interview and to extract 
the contrasting poles. Usually, three elements are chosen randomly and the constructs 
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are verbalized by asking the respondent to find similarities between two of the ele-
ments and a difference regarding the third (Yorke, 1978). Those build the above men-
tioned construct poles. Elements can be selected by asking the respondent or they can 
be provided by the interviewer (Riemann, 1983). At the same time, the RGT gives 
information about how the constructs are used. This is done through the comparison 
of the elements, which are ranked on a scale that is defined by the previous derived 
poles. Those poles are elicited by triads (Riemann, 1983) or dyads (Easterby-Smith, 
et al., 1996). Usually, eight to ten elements are enough for the interview in order to 
elicit a sufficient number of constructs (Richter & Derry, 2012). 
 
3.3 Advantages and disadvantages of this method 
Almost all researchers who have used the repertory grid technique and who have val-
ued the underlying philosophical paradigm emphasise the advantages of the method. 
The most obvious advantage is that one can access the personal perceptions of the 
respondent regarding a certain aspect (especially relationships) in an easy and struc-
tured way (Easterby-Smith, et al., 1996) without forcing the interviewee along a pre-
conceived survey (Smith & Ashton, 1975). Through this method, it is possible to gain 
new insights about certain aspects of any respondent including self-assessments, 
which would not have been possible when using a regular interview technique (for 
instance semi-structured interviews). In addition, a development of the respondent's 
perceptions can be elicited post-hoc (Smith & Ashton, 1975), which is why this 
method is often used in training programs. Furthermore, it is possible to compare the 
individual perceptions of respondents, provided the same amount of elements and 
constructs have been derived. Moreover, the instrument is very flexible which allows 
different results (Smith & Ashton, 1975; Watson, et al., 1995; Richter & Derry, 
2012). The grid can be analyzed in a qualitative and as well in a quantitative way, 
which means that the strategy of analysis is not limited by the research technique 
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(Millward, et al., 2010). A further benefit is the potential to reuse the elicited con-
structs for other purposes subsequently, such as quantitative surveys.  
Despite many significant advantages, however, the method also has its pitfalls or dis-
advantages. On the practical side the influence of the interviewer should not be un-
derestimated. The RGT is like all interview-based data sampling techniques a reflec-
tive and very sensitive method that requires good interviewing skills of the researcher. 
Therefore, the researcher must permanently reflect on his/her own role and the inter-
viewing process while conducting the interview. For instance, it is important that the 
interviewer properly explains what has to be done without influencing the respondent. 
This involves explaining the process without giving examples or commenting on it, 
which can be quite frustrating or difficult for the respondent initially (Yorke, 1978). 
Another pitfall is the support of the interviewer in the verbalization of constructs. It 
is important that the respondents take their time to think about their answers. Hence, 
the process can be very time consuming (Yorke, 1978); external disturbances, stress 
and time pressure must be avoided in order to produce useful results. The method can 
be hard to adapt to the respondent, which can lead to discomfort and, in extreme 
cases, to demotivation, if the interview fails to uncover the answers sought. Overall, 
the process of inquiry can be exhausting for respondents (Yorke, 1978). Due to the 
sensitivity of the data, a confidential atmosphere must be established by full non-
disclosure or confidentiality agreements (Yorke, 1978). Finally, since the personal 
construct system is highly individual, the elicitation of the construct system provides 
unique information about the characteristics of a respondent (Bannister & Fransella, 
1977). This can pose a contradiction for more quantitatively-minded users, who may 
wish to draw generizeable conclusions from the results.  
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4. Data sampling 
4.1. Selection of respondents 
For the study, respondents who had used a minimum number of different supporters 
during the founding of their businesses, were selected and are presented in table 3 
below. 
 
Ten respondents were interviewed who have founded one or more companies, to meet 
the quality criteria of explorative analysis. All respondents were located in the region 
of Leipzig, Saxony. As shown in the table above, they came from very heterogeneous 
branches. Eight of the business owners were male, while two were female. Five of 
the interviewees are single founders and the remaining five founders had one or more 
partners committed in their venture. Two interview partners worked together in at 
least one of the mentioned businesses (No. 1 and 8). Also, the start-ups were founded 
not more than three years ago. Thus, eight of the founders said that they are currently 
at the expansion or growth stage, while two of the founders see their ventures in the 
conceptualization phase or have recently approached the market (No. 2 and 10, see 
also section 4.2).  
To avoid language barriers that would lower the quality of the findings, all interviews 
were held in German. The resulting repertory grids were translated into English. An 
Respondent  Branch of Startup Founding Phase Founding 
Year No. Gender Age 
1 M 30-40 Gastronomy & Quality 
Management 
Growth 2012 
2 F 20-30 Education Planning - 
3 M 30-40 E-Commerce Growth 2013 
4 M 30-40 Gastronomy Growth 2012 
5 M 30-40 Data Analyzing Services and 
Education 
- 2011 
6 M 30-40 Healthcare services Growth 2013 
7 M 20-30 Education Growth 2011 
8 M 40-50 Quality Management  Growth 2012 
9 F 30-40 Interior Design Growth 2011 
10 M 30-40 Beauty and health services Implementation 2014 
Table 3 Characterization of respondents of the conducted repertory grid interviews 
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independent professional German-English translator has supervised this translation 
process. Furthermore, supporting information came from additional questions before 
and after the interview, which the interviewer had recorded during the meeting with 
the respondents. 
 
4.2 Interview strategy 
The focus of the research project is on the exploration of the relationship between a 
founder and his or her individual network partners that function as BSAs during the 
founding process. This is achieved by collecting data from the different constructs 
the founder uses when interacting with the BSAs. The software called Gridsuite 4 
was used to manage the inquiry; it also enabled the preparation and control of the 
process. 
 
4.2.1 Interview preparation 
For the process of verbalization of constructs, I provided the respondents with two 
triggers that aimed to support their reflections. First, I showed each of the participants 
a growth model using a combination of the models by Klandt (1999) and Gries, et al. 
(1997) and asked them to position themselves and their venture in one of the phases 
of the model. For this, I used a combination of schemes from, presented in figure 2 
below. 
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Figure 2 Employed scheme of business development according to Gries et al. (1997) and Klandt (1999) 
 
Then I offered a set of elements, which consisted of common BSAs in the founding 
process. The set of elements had been prepared by using earlier research done by 
Gries et al. (1997) and Tödt (2001). Gries et al. (1997) examined in their study the 
types of support different groups of founders have used during the venture creation 
process. Table 4 gives a break-down of actors from the different business support 
organizations and institutions. Following Gries et al (1997) I have standardized the 
elicitation process and presented the seven most commonly used institution/organi-
zation for start-ups to the interviewees to explore the relationship between the latter 
and those organizations in the start-up.  
Support Institution Awareness of found-
ers in % 
Evaluation of use-
fulness in % 
Recommendation to other 
founders in % 
Consultant Chamber of Com-
merce 
82.6 79.4 42.5 
Consultant Chamber of 
Handicrafts 
59.9 73.7 30.7 
Banker 78.2 56.3 16.4 
Employment officer 68.9 32.3 4.0 
Tax Advisor 66.9 86.1 16.0 
Business Consultant 37.4 66.0 9.4 
Acquaintance, who is also a 
founder 
58.2 86.0 7.0 
Table 4 Awareness and evaluation of support institutions of founders, extracted from the study of Gries et al. (1997) 
 
In order to avoid undue influence on the part of the researcher, the interviewee was 
asked to think of other BSAs that (s)he has experiences with, after providing some 
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standardized elements (Millward, et al., 2010). Here I also considered prerequisites 
regarding quality criteria (homogeneity, representativity and non-equivocalness) of 
the elements, as proposed by Easterby-Smith, et al., (1996) and Fromm & Paschelke 
(2010).  
Thus the interviewee had to identify one person from these BSAs that (s)he is familiar 
with (Millward, et al., 2010). Smith & Ashton (1975) recommend writing the names 
on the element-proposing cards. However, since the respondents of this inquiry were 
known well to the interviewer, being part of the interviewer's network, confidentiality 
and an atmosphere of trust were considered very important. Hence, the respondents 
were asked to hide the names rather than recording these openly (Smith & Ashton, 
1975). 
4.2.2 Elicitation of constructs 
For the actual elicitation process, I followed the recommendations of Smith & Ashton 
(1975), Easterby-Smith, et al. (1996) and Fromm & Paschelke (2010): 
1. Three cards were selected that contain three different BSAs (triad-method, see 
for instance Easterby-Smith, et al., 1996). The interviewee had to describe 
which two agents are similar to the opposite third one. Through probing-ques-
tions, queries and clearing questions respondents were motivated to describe 
the similarities and differences before supporting the interviewer in summa-
rizing the descriptions in a compact phrase that fulfilled the prerequisites of 
the construct poles (Fromm & Paschelke, 2010). The dialog of question and 
answer was reduced in the course of the interview as the respondents learned 
how the method worked. 
2. Every element was ranked on a likert-scale (eg. 1-5, 1-7 or 1-9) containing the 
contrasting poles. The interviewer supported the respondent in establishing a 
link between the elements and the construct poles. 
 44 
 
3. The process was repeated starting with step 1 and randomly selecting three 
cards each until no further actors needed discussing and no further constructs 
were produced. 
In this study every respondent produced a different amount of constructs which 
ranged from six to thirteen constructs, depending on the amount of previous selected 
elements, which influenced both the number of combinations in order to acquire use-
ful constructs, external factors (available time and lack of a relaxing atmosphere) as 
well as internal factors (respondent’s ability to concentrate and motivate). 
 
5. Analysis and Findings 
Both qualitative and quantitative measures are available to investigate the 
relationships between constructs (Fromm & Paschelke, 2010). The quantitative 
analysis proved to be difficult for several reasons though. Even though a standardized 
set of elements was employed by providing the most common BSAs, following Gries 
et al. (1997), in order to foster comparability, the founding processes were not 
comparable since not all start-ups used the same agents. Furthermore, not all 
companies of the interviewees had been in the same development phase. As a result 
a quantitative analysis would be difficult given that the sample size of this study was 
too small. Consequently a qualitative content analysis following Mayring (2000) was 
favoured to describe the constructs (section 5.1) and those BSAs (section 5.2), which 
were used by the vast majority of the respondents in order to match generalizability 
criteria. A typologizing structuring content analysis following Mayring (2000), which 
seeks to filter relevant distinctive information from the data by the means of using a 
category system (cp. Flick, et al., 2004; Kohlbacher, 2006). Hence, the material was 
reduced and relevant characteristics of the interviews were extracted and compared. 
The category system that was used is based on the theme-centered interaction model 
by Ruth Cohn (1997). 
 45 
 
5.1 Constructs 
Ruth Cohn’s model explains the interaction dynamics of people applying four ana-
lyzing categories (Cohn, 1997; Langmaack, 2011): framework conditions of the 
relationship, interaction level, factual level and individual level. These categories 
were applied here as follows: framework conditions of the relationship are the 
external conditions based on which the BSA and the founder interact; for instance the 
circumstances that under which a service is paid for by the government, and therefore, 
other interests besides the founder’s interest become relevant. The interaction level 
refers to aspects or factors that build and influence the quality of interaction between 
BSAs and founder, such as the degree of independence of the latter from the former. 
The factual level contains all constructs which describe or create aspects of 
objectively performed services, such as the transfer of knowledge and experience; for 
example, the “internal finance perspective vs. the finance related perspective from 
the outside”. Lastly, all constructs describing personal factors that were brought into 
the relationship by founder or agent and are based on psychological characteristics, 
such as “skepticism”, were covered by the category “individual level”. The overall 
classification of the constructs and the elements employed by each respondent are 
represented in table 5 below. 
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No. Elements: Supporters in the found-
ing process 
Constructs: quality criteria that matter for the relationship  
1 Business consultant, self-employed 
acquaintance, coach, tax advisor, em-
ployment officer, advisor from a 
chamber/association, designer, insur-
ance adviser, a well-known start-up, 
family member, book keeper, IT advi-
sor 
Factual level: objective evaluation - subjective vision, objective experience - subjective experience, act-
ing on the level of a company’s strategy - acting on an operative level; internal finance perspective - fi-
nance-related perspective from the outside; caring for conceptual issues - caring for financial issues 
Individual level: emotionally involved - left out 
Framework conditions: public authority - free trade and industry 
Interaction level: consulting - coaching 
2 Business consultant, self-employed 
acquaintance, coach, tax advisor, em-
ployment officer, advisor from a 
chamber/association, designer, insur-
ance adviser, a well-known start-up, 
family member, book keeper, IT advi-
sor 
Factual level: individual advice - standardized advice, strategic consultancy – operative process 
Individual level: profit-oriented - interest in me as a person, acting analytically - acting creatively, re-
placeable - indispensable 
Framework conditions: monetary perspective - agency perspective, is free - is constrained 
Interaction level: network dependent - network independent, emotional support - functional support, 
service provider - performance enhancing, I am independent - I am dependent 
3 Business consultant, self-employed 
acquaintance, coach, tax advisor, em-
ployment officer, advisor from a 
chamber/association, designer, insur-
ance adviser, a well-known start-up, 
family member, book keeper, IT advi-
sor 
Factual level: quantitatively oriented (on hard facts) - qualitatively oriented (on soft facts), interesting 
topics - duties; fit in online sector - fit in offline sector 
Individual level: - 
Framework conditions: cost-intensive services - free services, private background - governed by public 
law, consulting with external specifications - unconstrained consulting 
Interaction level: high credibility - low credibility in the area of venture creation, reliability in task ful-
fillment - sloppiness in task completion 
Table 5a Repertory grid interviews and their elements and constructs (continuing) 
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4 Business consultant, self-employed 
acquaintance, employment officer, ad-
visor from a chamber/ 
association, designer, insurance ad-
viser, a well-known start-up, family 
member, book keeper 
 
Factual level: general knowledge - specific knowledge, acting based on profound knowledge - acting 
based on gut instincts 
Individual level: trust - healthy suspicion, solid/enduring - wild/creative, young and fresh - conserva-
tive/traditional, dispensable - inevitable, biased - neutral 
Framework conditions: changing (regarding political interests) - lasting 
Interaction level: I am independent - I am dependent, work-related feeling of security - private feeling 
of security 
5 Business consultant, self-employed 
acquaintance, co-founder, employ-
ment officer, a well-known start-up, 
VC-manager 
Factual level: experience with founding a business - lack of experience with founding a business 
Individual level:- 
Framework conditions: voluntary/unpaid - full-time/professional 
Interaction level: Sympathy - unpleasant person, unstructured/creative conversations - structured/uncre-
ative conversation, intense communication - sporadic communication, peers/ 
private relationship - business relationship, autonomy - involvement (when founding) 
6 Business consultant, self-employed 
acquaintance, tax advisor, employ-
ment officer, designer, insurance ad-
viser, a well-known start-up, family 
member, IT advisor 
Factual level: sound and applicable advice - useless advice, unfunded/unspecific knowledge - vali-
dated/transparent facts, sound concept - unclear/unstructured concept 
Individual level: Trust/feeling of security - skeptical/insecurity, familiar/intimate person - unfamiliar 
person, stressing the risks/creation of fear - motivating/convincing/reaffirming, own experiences through 
founding - naïve/unrealistic expectations/euphoric 
Framework conditions: - 
Interaction level: productive and efficient advisors - wasting time and ineffective, uncomplicated/not 
time-consuming - complex/costly/time-consuming, existing sympathy - antipathy (because of attitudes) 
7 Business consultant, self-employed 
acquaintance, tax advisor, designer, a 
well-known start-up, family member, 
mentor from a scholarship 
Factual level: high-life experience - low-life experience, highly relevant experience - slightly relevant 
experience  
Individual level: high trust in judgment - low trust in judgment 
Framework conditions: cost-intensive services - free services 
Interaction level: Formal conversation - informal conversation, concrete objective of the support - gen-
eral communication, one-sided conversation - dialogical conversation, openness in conversation - re-
served conversation, rare interaction - frequent interaction 
Table 5b Repertory grid interviews and their elements and constructs (continuing)  
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8 Business consultant, self-employed 
acquaintance, employment officer, ad-
visor from a chamber/ 
association, insurance advisor, family 
member; book keeper, IT advisor 
Factual level: Objective/emphasis on facts/actual state - creative/emotional/visionary, objective regard-
ing recommendations - subjective regarding recommendations 
Individual level: - 
Framework conditions: specific service - continuous service 
Interaction level: skeptical/distant - familiarity, impersonal service agent - face-to-face service agent, 
use of services upon request - dependence regarding services 
9 Business consultant, self-employed 
acquaintance, coach, tax advisor, em-
ployment officer, advisor from a 
chamber/association, designer, insur-
ance adviser, well-known start-up, 
family member, book keeper, IT advi-
sor 
Factual level: specific topic - general advice, a lot of experience in dealing with being self-em-
ployed - little experience in dealing with being self-employed, broad operational area - constrained oper-
ational area 
Individual level: emotional distance - emotional closeness 
Framework conditions: Neutral consulting services as an external actor - biased consulting service 
Interaction level: personal relationship - unemotional relationship, common experiences - no common 
ground, similar life situation - different life situation, settled/ready/predetermined - everything is 
open/unfinished/flexible 
10 Business consultant, self-employed 
acquaintance, tax advisor, advisor 
from a chamber/association, insurance 
adviser, family member, IT advisor 
Factual level: Experience regarding autonomous work process - order processing/service agent, de-
tailed/helpful background information - operational/organizational support, extensive/ competent con-
sulting - well-meant advice, consulting based on facts - consulting based on emotional support, facile 
consulting - profound remarks 
Individual level: - 
Framework conditions: support until founding process begins - support starting from the founding 
Interaction level: private/professionally independent - demand-driven/professionally-targeted support 
Table 5c Repertory grid interviews and their elements and constructs (resumed)
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Table 5 shows how interviewees construct the different relationships with BSAs. One 
can see that, among others, emotional aspects such as “sympathy”, “trust” or “credi-
bility” but also objective factors like the level of experience and knowledge of the 
agent matter for the relationship quality with the interviewees. In addition, emotional 
factors and personal characteristics, which are given by the interviewee or the BSA, 
can become relevant on an individual level. The latter may also influence the quality 
of the interaction, depending on the founder’s attitudes towards an agent and vice 
versa. In conclusion, the four categories, as shown in Table 5, are characterized by a 
complex interplay that impacts the founder’s perception of his relationship with dif-
ferent BSAs.  
 
5.2 Elements 
This study aimed to explore the experience of founders with different support agents 
during the different stages of the company’s development process. Cohn’s (1997) 
four categories, as discussed earlier, were applied to structure the content analysis 
and its related findings. Furthermore Mayring (2000) suggests to use the following 
filter criteria in the typologizing structured content analysis: extreme characteristics 
in the data, varieties of particular interest or characteristics that occur relatively often 
in the data. In this case I focus on the extremes and on the characteristics that occur 
relatively often in the data. Since not all actors had been used by all interviewees, the 
analysis focussed on the business consultant, founder’s coach, employment officer, 
tax advisor, self-employed acquaintance as well as the consultant, who is employed 
by a chamber or association. For the description of the elements interview findings 
were grouped by elements and re-categorized according to the already classified 
constructs of each element. The detailed analysis of selected elements was carried out 
by analyzing the rating behavior of each respondent in the context of the respective 
construct categories. 
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Business Consultant 
Factual level: At this level, respondents stressed the aspects of experience (No.10) 
and specialization (respondent No. 4, 7) as well as conceptual (No. 6), strategic (No. 
2), financial (No. 3) and marketing (No. 3) foci in the consulting process. 
Furthermore, quality criteria like helpfulness and well-founded knowledge (No. 4, 6, 
7) as well as the attention to detail (No. 10) and objectivity (No. 8) of the advice were 
mentioned as highly important. Respondent No. 2 appreciated the individual advice 
given by the business consultant. Conversely, one respondent (No. 9) stated that she 
became aware that the BSA had little experience in founding a business, while 
providing unspecific and general support in combination with a wide operating range. 
This impression was partly confirmed by interviewee No. 5. 
Individual level: In this category one respondent (No.9) described an existing 
emotional distance to this BSA, which she scored higher as compared to other BSAs. 
The same interviewee as well as interviewee No. 4 and No. 7 attributed only little 
trustworthiness to the business consultant, while respondent No. 6 perceived this 
agent as highly trustworthy. On the contrary, respondent No. 4 showed both, positive 
and negative attiudes, towards this BSA; he mentioned aspects such as providing 
stability, but also attributed conservativeness, pointlessness and giving biased advice.  
Framework conditions: What was appreciated by six respondents (No. 2, 3, 4, 5, 8, 
9) was the fact that the business consultant was acting more independently compared 
to other agents, for instance the consultant of a chamber, while providing cost-
intensive advice (No. 3, 7). The appreciation was expressed by positive scores of the 
BSA on constructs, such as “constrained service”, “neutral advice” and 
“independency”.   
Interaction level: Depending on the individual context of the respondent the linkages 
between the element “Business Consultant” and the respective constructs differed 
widely. One respondent (No. 6 ) mentioned his high sympathy for the BSA, which 
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was a result of the factors such as time-efficient and uncomplicated working style as 
well as the motivating effect the agent had on the founder. On the contrary, 
respondents mentioned the sporadic (No. 5, 9), punctual (No. 8), one-sided 
interaction (respondent No. 7) as well the highly informal relationship and exchange-
ability of individual actors. In addition, non-personal communication was mentioned 
once by respondents 7, 2 and 8. Furthermore, one respondent (No. 9) stated critically 
that there was no common ground in the relationship between him and the consultant 
and that both found themselves in different life situations. 
 
Founder’s Coach 
The founder’s coach is a BSA who is supposed to not only concentrate on the factual 
side when supporting founders but also on the individual-emotional side and was 
chosen by four respondents (for more information on founder’s coaching see Gries, 
et al. (1997); Müller & Diensberg (2011)). Respondents who had mentioned this 
person were either using a coach from the university-network “SMILE” (three times) 
or a coach from the federal program “Gründercoaching Deutschland” (once).  
Factual level: At this level interviewee No. 1 described the agent as focused on 
venture issues, caring for the conceptual establishment of the venture and working on 
strategy matters in a holistic manner. At the same time, the respondent stressed the 
individual advice to be a special benefit when working with a founder’s coach 
compared to the standardized adivce of other BSAs. This includes not only venture 
matters but also personal issues such as soft skill development or the development of 
personal coping strategies with stress or challenging situations. One respondent (No. 
9) valued the neutral advice and broad experience of the BSA in founding businesses 
and providing extensive support for founders very highly. On the other hand, this 
respondent mentioned that the agent was particularly constrained in his/her area of 
operation, compared to other agents when it came to specific and detailed advice on 
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venture development. The reason was that the BSA was not familiar with the branch 
the respondent was operating in.  
Individual level: As for the reciprocal aspects of coaching, one respondent (No. 3) 
found the coach more credible and reliable than the business consultant, while inter-
viewee No. 2 saw him acting more analytical than other BSAs. 
Framework conditions: The coach was perceived by respondents No. 2 and No. 9 
as acting more freely and independently from her/his own personal network in com-
parison to other actors. This could be helpful for founders, since an outsiders’ view 
could lead to more objective and independent advice. On the contrary respondent No. 
3 had troubles choosing the right founders’ coach due to missing objective quality 
signals in the market. She also criticised the cost-intensiveness of the service for those 
founders, who get no financial support.   
Interaction level: Respondent No. 1 saw the coach as more emotionally involved 
than other actors. Respondents No. 1 and No. 2 mentioned that the coach is more 
interested in the individual aspects of a person and that the supporting process is more 
personal than with any other BSA. This, together with the high level of independence, 
can be considered as one great advantage of a founder’s coach compared to other 
BSAs. 
 
Employment Officer 
Overall, the employment officer was mostly rated very poorly as seven of the ten 
respondents had negative experiences with that actor regarding the fulfillment of their 
needs.  
Factual level: Respondent (No. 6) described the relationship as a “waste of time” and 
“useless” (No. 4), due to the unfunded and unsubstantial character of the advice given 
and the lack of founding experience (No. 5, 6). Moreover respondent (No. 9) 
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perceived the BSA as having had little experience in founding a business and 
therefore offered general support in a wide operating range, which resulted in 
unspecific and advice useless to the interviewee. Hence, this respondent saw no 
common basis for working together. 
Individual level: The description of emotional aspects was characterised by negative 
feelings such as: skeptical sensation (No. 4, 6) and uncertainty as well as unfamiliarity 
(No. 6,10), dislike and low credibility (No. 3). However, there were also positive 
statements: founder (No. 8) described the employment officer as reasonable, fact-
oriented but more subjective. The BSA was also perceived as uncreative but very 
structured (No. 5). A feeling of familiarity was attributed to him (No. 5). 
Framework conditions: The former two levels reflect framework conditions relating 
to the employment officer. For instance, respondents No. 2, 4, 6 and 9 mentioned 
having a feeling that their BSA would rather have an interest in providing them a 
position as an employed person rather than supporting them during the founding 
process. Clearly the employment officers have to excute current agency policies that 
are a main driver of framework conditions. One explanation could be, that the 
placement of qualified personnel in already existing companies is preferred due to 
the shortage of skilled workers in Germany. Hence, the service is without charge but 
not free in terms of time-costs and the consulting service is provided on the basis of 
legal specifications (No. 3) and therefore highly depending (No. 1, 3, 9) on political 
and legal control. Respondents who took this actor into account mostly interacted 
because of the lack of capital and need for general advice. 
Interaction level: One respondent (No. 9) stated that the advice given by the 
employment officer was highly biased to the favor of the agency, that there was no 
common ground in the relationship, which resulted in high emotional distance. 
Respondent No. 5 stressed the infrequent exchange and dependency on a agents’ 
personal decision regarding the worthiness of supporting the venture creation process 
as well as the lack of involvement in founding a business. This may be explained 
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simply by the fact that this BSA is not an expert in entrepreneurship but rather a 
general advisor, in particular for future career aspirations. Hence, interview partner 
No. 10 saw the relationship as complicated and time-consuming.  
 
Tax Advisor 
Factual level: Some respondents saw this BSA as more operational than other BSAs 
and expected the agent to be focused on financing issues (No. 1, 2, 3). Moreover, half 
of the respondents (No. 4, 6, 7, 10) perceived the tax advisor as highly specialized 
and competent with profound knowledge in his area as well in the area of business 
venturing. Respondent No. 9 stated that the tax advisor only had little experience with 
venture creation and his operating range was broad. It was also mentioned that his 
support was unspecific, and therefore, less useful for the respondent’s individual 
needs.  
Furthermore, respondent No. 2 perceived the tax advisor as highly analytical, and 
operative. She also had the impression that the actor was providing standardized 
services, which was similar to respondent No 9. Here it has to be mentioned, that this 
respondent had little experience with this BSA since her venture was in its planning 
phase and the interaction with the tax advisor was less intense at this time, which may 
lead to insufficient or biased statements. 
Individual level: In this category, the perception of the tax advisor varied greatly. 
Respondent No. 3 valued the fact that the tax advisor took care of tasks in a very 
reliable manner. The security provided by the BSA, who looked after the financial 
well-being of the company, was another positively rated aspect by respondent No.1. 
On the contrary, interviewee No. 9 felt more emotionally distanced from this actor 
compared to the coach, for instance, which fit with other statements made by this 
person about the BSA.  
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Framework conditions: Since the tax advisor is working in a private business 
environment, it is no surprise that respondent No. 7 stressed the cost-intensiveness of 
the service. Moreover respondent No. 2 perceived the tax advisor as independent but 
also as exchangeable and profit-oriented, while interviewee No. 9 valued the high 
independency and neutrality of the BSA.  
Interaction level: Here it is worth mentioning, that respondent No. 6 stated that he 
trusted this actor very much and that he felt secure in working with the BSA. The tax 
advisor supported the respondent also by motivating him in stressful times and 
troubles. This might have been an exceptional behavior of the BSA since the tax 
advisor was a member of the family. Moreover, interview partner No. 7 valued 
relational aspects in this element and valued trust in his judgment and openness in the 
conversation very positively, but also the rare one-sided exchange with the agent. 
 
Consultant of Chambers or Associations 
Factual level: This agent was attributed with the element of little experience in 
founding a business, biased recommendations and support. In contrast to this, how-
ever, interview partners valued the objectivity of the recommendations and the factual 
orientation of the consultant like his ability to give advice on strategic matters (No. 8 
and No. 2). Respondent No. 1 thought that his consultant had an experienced view of 
the company regarding quantitative issues like financial aspects. Others perceived the 
support as very useful in terms of providing objective, detailed, profound and helpful 
background information which were also based on facts and figures and therefore 
seen as professional knowledge (interviewees No. 1 and No. 10).  
Individual level: Although, seen as very reliable in solving tasks, one respondent 
(No. 3) attested his consultant low credibility. Respondent No. 9 mentioned a high 
emotional distance due to former experiences with the BSA. In contrast, interviewee 
No. 4 perceived the agent as consistent and trustworthy, but also as conservative and 
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‘useless’. Interviewee No. 2 perceived the agent as profit-oriented in his service for 
founders and as acting in an analytical manner.  
Framework conditions: It has to be mentioned that founders normally have to 
register at a chamber or association and pay a fee in relation to the annual profit. Thus, 
it is not surprising that some respondents may have higher expectations regarding the 
service quality of the BSA. This service quality seems to be reduced by further 
constraining framework conditions. Respondent No. 1 viewed the framework 
conditions the consultant was acting within very bureaucratic and inflexible, while 
interviewee (No. 4) mentioned the frequent replacement of consultants which created 
an impression of unsteadiness.  
Interaction level: This type of consultant was viewed as very ambivalent. Some 
respondents (No. 9) mentioned that they had no common ground and that the 
relationship was less emotional or more distant and impersonal (No. 8) which resulted 
in skepticism regarding the respective BSA. Others saw the relationship as highly 
reliable in solving tasks (No. 5), factual autonomy (No. 10) and very service oriented 
(No. 2). 
 
Self-employed Acquaintance 
Factual level: At the factual level one respondent (No. 1) valued the objective 
evaluation and venture-oriented financing view of this BSA. Clearly, for him, the 
actor was more than an acquaintance; he was directly involved in the operational 
processes of the company as the interviewee later confirmed. Moreover, half of the 
respondents (No. 1, 5, 6, 9, 10), who used this BSA, valued his/her high level of 
experience in founding a business whilst this actor was highly involved in their own 
founding process (No. 5).  
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One respondent (No. 10) answered in an inconsistent way. On the one hand, he 
viewed the support as detailed and helpful regarding the provision of background 
information. On the other hand, he described the support as superficial. This can 
possibly be explained by taking into account that the founder was working with two 
self-employed acquaintances from different branches: with the first he discussed 
general information relating to the founding process, with the second branch-specific 
support. Another possibility would be that the respondent simply thought of two 
different persons or situations.  
Individual level: Respondents No 4, 6 and 7 attributed the highest level of confidence 
to the agent compared to other BSAs, whilst respondent No. 2 viewed the BSA as 
highly emotionally involved in the founding process. This is insofar explainable as 
the relationship between the BSA and the founder can be assumed to be more like a 
friendship rather than based on a professional working basis. In addition, respondent 
No. 4 saw the agent as highly inevitable and progressive (construct “young and 
fresh”), but in contrast also as biased in terms of providing professional and objective 
adivce. The agent might has given advice in favor for the founder because of the type 
of relationship. 
Framework conditions: Here, respondent No. 2 viewed the framework conditions 
as very unstructured, flexible and spontaneous compared, for instance, to the 
employment officer or consultant of chambers or associations. Interviewees No. 3 
and No. 5 mentioned that the BSA works free of charge, which might be due to the 
very personal and friendship-alilke relationship between founder and agent. 
Respondents No. 5 and No. 7 valued the free of charge personal advice very highly. 
The support of this agent was considered as useful until the business was acutally 
operating in the market. 
Interaction level: At this level, the BSA can be distinguished from others regarding 
the establishment of a private, and therefore, more informal (No. 5, 6, 9, 10), bilateral 
(No. 7) and non-exchangeable (No. 2) relationship. Respondent No. 2 viewed the 
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interaction more as a coaching than as a consulting service. Furthermore, this 
relationship is characterized, among others, by a high level of trust (No. 4, 7) and 
credibility as well as openness and frequent interactions (No. 7). 
However, one respondent (No. 6) had a rather negative perception of this BSA since 
the agent pointed out the risks of founding a business which created doubts and fear 
in the founder. In fact, the BSA adviced against founding the business. Furthermore, 
the acquaintance was providing unfunded knowledge to the founder. Here, the crite-
rion “subjectivity” was stressed which was also mentioned as a possible criterion by 
respondent No. 8.   
 
6. Conclusions  
In this chapter I examined the relationship founders have with their management 
BSAs using the repertory grid technique. Following Cohn (1997)’s four 
categorization criteria, namely the factual level, the individual level, the interaction 
level and the framework conditions, the individual experience of ten respondents was 
clustered in a qualitative contents analysis. Certain patterns became apparent among 
the respondents and were discussed in this text. Commonalities in the findings 
became obvious due to similar framework conditions under which BSAs and 
founders operate and factual aspects that founders and BSAs share. At the individual 
level and in connection to relational aspects it is more difficult to identify those pat-
terns. Here, the individual personality of founders and supporters were of great im-
portance.  
Though highly individual, the repertory grid technique enhanced insights into quali-
tative aspects of the relationship between founders and BSAs, which can be used to 
develop recommendations for improving the quality of start up support, and 
ultimately the performance of the company. For instance, changing framework 
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conditions in terms of fostering independence, availability, flexibility and specializa-
tion of institutional supporters such as employment officers potentially have a posi-
tive effect on the quality of the relationship. The professionalization of the 
relationship level (expressed in terms of credibility, sympathy and trust) had a similar 
effect on private BSAs such as consultants and coaches. It can be concluded that 
BSAs come from many different professions and environments with widespread 
experiences and backgrounds. Hence, personal attitudes and intentions as well as 
personal values are important factors for the successful support of founders. This in-
volves, for instance, the identification with one’s personal role, discovering individ-
ual capabilities and raising awareness for one’s own preferences which are 
preconditions for positively influencing the professional business support. This 
means that the emotional and individual factors should be taken into account by 
BSAs. In doing so, the relationship is built on solid ground. 
 
7. Limitations of research 
Some limitations of the study relate to the use of the RGT such as a) limited 
generalizability and b) limited reliability of the findings (Kelly, 1991). The former 
issue occurs due to the fact that only n=10 interviews had been conducted. Here a 
study with a higher sample size could increase the quality of the findings and thus the 
generalizability. The latter issue relates to the fact that personal constructs are not 
stable over time, since personal constructs evolve (cp. section 3.1). However, 
according to Anderberg (1973) the findings of a qualitative analysis applied to RGT 
should be compared with other data in order to validate them. This was, to some 
extent, achieved by using the interview transcriptions in the trinagulation. 
Furthermore, even though all efforts have been made to foster a comfortable 
atmosphere of trust, it is difficult to eliminate the possibility that respondents were 
influenced in their choice of answers, for instance by social desirability bias, stress 
or disturbing situations. However, the RGT is a time consuming and demanding 
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method. The interviewees had been observed during the interview and feedback about 
the technique had been sought by the interviewer in order to avoid useless data 
sampling (Easterby-Smith, et al., 1996).  
Lastly, no follow-up research has been conducted regarding the relationships of the 
founders with the BSAs. The collection of longitudinal data would be promising to 
analyze the development of constructs and thus relationships between founders and 
business support staff. 
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Founders often need to develop sufficient attitudes, skills and behaviours in order to cope with 
the different challenges they are confronted with in the course of the venture creation process. 
Therefore, they seek external support such as founder coaching, which allows them to develop 
and learn themselves and their business in a guided learning process. However, little is known 
about founder coaching, its process, results and usefulness. This article aimed to investigate 
the roles of the coach, the relationship between founder and coach and the nature of their 
interactions based on 25 semi-structured interviews. From data analysis the framework condi-
tions of the founder coaching was explored, a typology of founder coaching and a model of 
five functional roles of the coach were developed. Also a number of challenges in the coach-
coachee relationship were discussed. Based on the findings, implications for academia, coach-
ing practicioners and entrepreneurs emerged from the study. 
Keywords: coaching, entrepreneurship education, business counselling, competency development  
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Supporting fledgling entrepreneurs through founder coaching in Germany 
 
INTRODUCTION 
There are a number of studies (e.g. Kailer 2009) that have pointed out the potentially 
beneficial effects of external support for the entrepreneur during the start-up process. 
Especially in the early phases of the start-up there seems to be a strong relationship 
between the founder, his/her routines, the type of venture (s)he is creating and the 
associated founding process (Baum & Locke, 2004; Hebig, 2014; Vrieling, 2010). At 
this all important phase of the start-up many fledgling entrepreneurs seem to experi-
ence the feeling that they lack entrepreneurial competencies in marketing, finance 
and law (Schulte et al. 2015). Studies undertaken by e.g. Kailer, 2010; Lans et al., 
2008; Schulte et al., 2015 have pointed out the fundamental difference a coach can 
make in reducing or simplifying the potentially high level of complexity of the start-
up process as well as identifying and closing learning gaps by facilitating the devel-
opment of necessary attitudes, skills and behaviours. Stubner et al. (2007) as well as 
Schefczyk and Gerpott (2001a) have also shown that external support targeting the 
management of young ventures can have a significant impact on the performance of 
the start-up, coaches were again considered as key to the founding process.  
From an academic point of view we find that few research has been done until today 
to examine the coaching process and its impact on the involved parties (Lowman, 
2005; Sue-Chan and Latham, 2004, Kampa-Kokesch and Anderson, 2001). This is 
often associated with a lack of relevant theory around the coaching process, the per-
son of the coach as well as the relationship between coach and coachee (Boyatzis et 
al. 2012, Feldman and Lankau, 2005; Kampa-Kokesch and Anderson, 2001).  
On the other hand, looking at coaching from a business point of view, we find that 
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coaching has become a multibillion dollar global market (Armstrong 2011). Accord-
ing to the Global Coaching Survey (2009) coaching has only just reached in two of 
the 162 examined countries the maturity phase in terms of the product life cycle. 
Meanwhile, it is in the introduction or growth phase in 83 countries (Segers et al. 
2011). This mismatch between the economic importance of coaching and the lack of 
research focusing on coaching at the start-up phase, also called founder coaching (in 
German “Gründercoaching), has motivated this research. In detail, this study ex-
plored the role/s of the founder coach in business start-up processes in Germany and 
examined the relationship between the founder (coachee) and the coach and the na-
ture of their interactions. Based on the key findings of the study we developed a) a 
typology of founder coaching, b) a model of the different roles of the coach during 
the start-up process and c) identified the challenges in the coach-coachee relationship, 
which we will all document in the following article.   
The paper is structured as follows: first we provide an overview of definitional issues 
and discuss founder coaching in the context of Germany, followed by the methodol-
ogy and a presentation and discussion of our research findings. After the conclusion, 
the implications of this work for academia, coaching practitioners and entrepreneurs 
are highlighted. 
 
LITERATURE REVIEW 
Definitional Issues 
Surveying the literature on coaching we find that a) definitions are diverse; b) defini-
tions for coaching and mentoring are often used simultaneously; and c) definitions 
for coaching and consulting show considerable overlap. Segers et al (2011, p.204) 
define coaching as “an intensive and systematic facilitation of individuals or groups 
by using a wide variety of behavioural techniques and methods to help them attain 
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self-congruent goals or conscious self-change and self-development in order to im-
prove their professional performance, personal wellbeing and, consequently, to im-
prove the effectiveness of their organization”. This contrasts with Baron and Morin 
(2009: 86) who follow Douglas and Morley (2000), for whom coaching is the “pro-
cess of equipping people with the tools, knowledge, and opportunities they need to 
develop themselves and become more effective”. Rogers (2012 p.7) defines coaching 
as “a partnership of equals whose aim is to achieve speedy, increased and sustainable 
effectiveness through focused learning in every aspect of the client’s life”. Coaching 
from this perspective is intended to raise self-awareness and identify choices. The 
coach and client aim to close the gaps between potential and performance as they 
follow the client’s needs.   
This small selection of definitions shows that coaching is: a) about a personal rela-
tionship with a coachee, b) techniques and methods-focused, c) about focused learn-
ing, d) goal-oriented, e) looking to raise self-awareness, f) aiming to help identify 
choices, g) stimulating self-development, h) improving personal performance and 
well-being, i) intending to positively influence the effectiveness of an organisation, 
j) bridging the gap between potential and actual performance of an individual, k) tak-
ing a whole-life perspective, l) about a meeting between equals. Above all coaching 
is, however, about accompanying an individual through change, through a period of 
transition.  
 
Founder Coaching in Germany 
The market for founder coaching and external business assistance is widely unregu-
lated in Germany, with low entry barriers and a lack of standardised quality criteria 
(Anderseck et al., 2011; Staudt, Bestel, & Lewandowitz, 1996a). It seems that virtu-
ally anybody can offer founder coaching since the title “Gründercoach” is neither 
legally protected nor narrowly defined (Anderseck, 2001). As a result, the market 
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structure consists of a plurality of suppliers such as consultants, tax advisers, business 
angels, as well as experts working in incubators, accelerators, universities or technol-
ogy centres (Hebig, 2014; Kailer, 2009; Schulte, Kailer, & Kraus, 2015; Todorovic 
& Suntornpithug, 2008). 
This has led to an array of widely varying, unevaluated methods and questionable 
service quality that make it difficult to compare the heterogeneous offerings (Ander-
seck, 2009; Gries et al., 1997). In addition, the German coaching market seems rather 
unattractive to medium and large-sized consultancies due to its relatively small re-
muneration per coaching session (Elven & Schwarz, 2008; Gries et al., 1997; Schulte 
et al., 2015). Indeed services are generally offered by numerous small businesses and 
freelancers (Schulte et al., 2015; Tegtmeier, Schulte, & Wille, 2010) who, very often, 
are one-person consultancies offering coaching.    
In Germany start-up coaching has been supported through different governmental 
authorities such as the KFW (Kreditanstalt fuer Wiederaufbau- German Reconstruc-
tion Credit Institute), who has created different support programmers for coaching 
since 2007 (Caliendo et al., 2014; Loersch, 2015). Caliendo et al. (2014), e.g. has 
provided a comprehensive evaluation of the sustainability and usefulness of two Ger-
man, publically-funded, founder coaching schemes “Gründercoaching Deutschland 
(GCD)” (start-up coaching Germany) and “Gründercoaching Deutschland - Grün-
dungen aus Arbeitslosigkeit (GCD-AL)” (start-up coaching Germany for unem-
ployed persons) before they were reformed in April 2011. They found that the major-
ity of coaching sessions performed under the “GCD-AL” program, and also to a lesser 
extent under the “GCD” program had a significant impact on the competency devel-
opment of young founders. The authors questioned, however, whether all those work-
ing as founder coaches have the required resources, skills and/or competences to mas-
ter the complexity of the venture creation process.   
This study is placed against the backdrop of the existing research, or rather the lack 
of it, on German founder coaching and aims to fill a gap in the management literature 
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with its focus a) on the role/s of the founder coach in business start-up processes in 
Germany and b) on the relationship between the founder (coachee) and the coach as 
well as the nature of their interactions. The study formulates detailed implications as 
to what practitioners (coaches, entrepreneurs and consultants) as well as what aca-
demics can learn from the research.  
 
CASE-BESED RESEARCH DESIGN 
Following the recommendations of Perry (2001) case research may be employed as 
an appropriate approach for an investigation of a contemporary, dynamic phenome-
non when a survey or experimental methods cannot explain causal links due to high 
complexity. A further reason for using a case-based research design lies in its capacity 
to deliver focused and detailed insights. Case research tends to be of an explanatory, 
theory- building nature. Here a multiple case design was chosen, to provide more 
robust evidence regarding the phenomena of founder coaching.   
Our study focussed on two aspects: a) the role/s of the founder coach in business start-
up processes in Germany and b) the relationship between the founder (coachee) and 
the coach and the nature of their interactions.  
Twenty-five cases of individual coaching were explored, enabling comparative case 
analysis and replication across cases (Jensen & Rodgers, 2001), which can be ex-
pected to produce both individual and cross-case findings (Jensen & Rodgers, 2001). 
Semi-structured interviews of thirty to sixty minutes length were held between Au-
gust 2013 and April 2015. Interviews were held in German, either face to face or over 
telephone. Data collected for each case included personal and organisational infor-
mation and documents. The main group of the respondents was located in the city of 
Leipzig, while one third of the private coaches and consultants were distributed in the 
remainder of Germany. The questions of the interviews with the coaches focused on 
the following areas: 
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 Personal aptitude: qualifications, competencies & career development  of the 
coach 
 Perception of one’s own role and functions in the coaching process, 
 Market positioning & characterization of the target group  
 Coaching framework and the different elements thereof  
 The relationship with the founder,  
 The effectiveness of competence development through coaching. 
Table 6 gives an overview over the characteristics of the selected respondents. Re-
spondents were chosen from three contexts: some were employees of the university 
network SMILE, a local founding network comprising research-institutions in Leip-
zig (Kailer, 2009), some were self-employed coaches being publicly financed by the 
coaching programs “GCD” and “GCD-AL”, and some respondents worked as self-
employed coaches being privately financed. The study also included one business 
angel and two employees of venture capital firms. Only coaches were chosen that 
could provide evidence that they had at least coached 20 founders through their start-
up.  
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Respondent Affiliation Supported founding 
phase/target group 
Background Share of la-
bour time 
No. Gender 
1 M KfW Pre- and post-founding, 
KfW-program/ unem-
ployed as special subgroup 
Consultant 20 
2 M University network  Pre-founding phase/univer-
sity members 
Research staff 60 
3 F University network  Pre-founding phase/univer-
sity members, mainly crea-
tives/freelancers 
Staff/Trained 
coach 
70 
4 M Private coach (KfW 
and self-payers) 
Pre- and post-founding/ 
founder from academia as 
creatives/freelancers 
Systemic coach 30 
5 F Private coach (KfW 
and self-payers) 
Pre- and post-founding, 
people from aca-
demia/knowledge-inten-
sive services, creative 
Systemic coach n.a. 
6 M University network  Pre-founding phase/univer-
sity members from service 
industry 
Studies in adult 
Education 
80 
7 M Private coach (KfW 
and self-payers) 
Pre- and post-founding, Trained coach 50 
8 M Private coach (KfW 
and self-payers) 
All phases/people from ac-
ademia/ creatives, educa-
tion 
Founder coach 35 
9 F Private coach (KfW 
and self-payers) 
All phases/ clients Systemic coach 20 
10 F Private coach (KfW 
and self-payers) 
All phases/ clients, gastro-
nomic service as special 
focus 
Systemic coach 20 
11 M Private coach (KfW 
and self-payers) 
All phases/ clients, Business Ad-
ministration 
80 
12 F Private coach (KfW 
and self-payers) 
All phases/ clients Trained coach 80 
13 M VC-Investor Post founding phase/”tech-
start-ups” 
Trained coach 40 
14 M Tax advisor (KfW 
and self-payers) 
All phases/ clients Business Ad-
ministration 
30 
15 M Private coach (KfW 
and self-payers) 
All phases/ clients Trained coach 
(sports) 
10 
16 M Private coach (KfW 
and self-payers) 
All phases/ clients Trained coach  
17 M Co-founder All phases/ clients n.a. 100 
Table 6a List of interview partners (continuing) 
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Respondent Affiliation Supported founding 
phase/target group 
Background Share of 
labour 
time No. Gender 
18 M University network Pre-founding 
phase/university 
members 
1. staff at the university
network, 2. Founder 
n.a. 
19 M Co-founder/Business 
Angel 
All phases/ High-
tech 
Co-Founder 70 
20 M Incubator Start-ups in the in-
cubator 
Educational/Business 
Management 
70 
21 M Accelerator Start-ups in the ac-
celerator 
Business Management, 
Founder himself 
70 
22 M Private coach (KfW 
and self-payers) 
All phases/ clients Financial service, 
Founder himself 
n.a. 
23 M University network Pre-founding 
phase/university 
members 
Business Management 70 
24 M Freelancer (KfW), 
former member of 
university network 
Pre- and post-
founding, 
Business Management n.a. 
25 F Member of a VC-
coaching pool 
Post-founding 
phase 
n.a. n.a. 
Table 6b List of interview partners (resumed) 
ANALYSIS 
The interviews were coded and thematic categories were identified based on common 
themes found in all interviews (Mayring, 2000). In particular four key themes 
emerged, which were: the coaching context; the relationship between founder and 
coach; different backgrounds, as well as roles and functions of the coach. Each cate-
gory is explained below. 
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Framework conditions of the coaching 
Prior to coaching – the recruitment process  
During our analysis we found out, that the entrepreneurs often found their coach 
through recommendations (interviewee 1 and 2). As interviewee 2 commented: In 
most cases coachees come to me through recommendations, through friends, ac-
quaintances, people who know former coachees of mine. This may also be due to the 
fact that I have long-standing relationships with my coachees and we are still in 
touch, even after the coaching process has finished. Only in two cases founder 
coaches were recruited because they had either participated in or organised network-
ing events. This highlights that word of mouth is a very important tool for recruiting 
clients in the founder coaching business.  
The contracting 
The data analysis suggested that coaching often follows a standardized framework, 
consisting of an initial interview where both founder and coach establish whether they 
can work with each other and share the same perceptions of the coaching tasks. Es-
pecially at the first contact it is important that the coach clarifies his own role, attitude 
and skills in order to allow the founder to evaluate the personal fit. As interviewee 
No. 7 commented: “It is important to make clear from the beginning who I am and 
what I do.” Interviewee No. 6 elaborated further: “We always do an initial talk where 
we explain the framework conditions of the coaching sessions. We explain to the 
founder how we can support and what we cannot do.” Once agreement is reached 
both parties sign a contract which includes a diagnosis and scheduling process, task 
solution, feedback and evaluation with different loops and iterative steps. For those 
coaching programs which are supported by a public authority, this is even mandatory 
as part of quality control requirements.   
Financial arrangements play an important part in the coaching relationship. For pub-
licly funded coaching time and scope are usually limited by contractual arrangements 
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stipulated by public authorities (No. 6, 14). Some of the participating coaches com-
mented on the differences between East and West Germany as there was a relatively 
high number of founders in the West of Germany, who financed the coach them-
selves; examples were interviewees 7, 9, 10 and 24. This may be an expression of 
entrepreneurs in Eastern Germany having less private resources for such services 
available than founders in the West due to income inequality (e.g. Peichl & Ungerer, 
2016; Kluge & Weber, 2015). Furthermore interviewee 4 commented that the lower 
the subsidy, the lower would be the willingness of the coachee to participate in the 
coaching process. This may suggest as already pointed out earlier a generally lower 
level of available resources for start-ups in Eastern Germany. It may, however, also 
suggest a general lack of awareness of the benefits of working with a coach and the 
potentially higher success rates and improved performance among start-ups through 
coaching (e.g. (Böhm, 2005a; Caliendo et al., 2014).  
Duration and frequency 
The duration of a coaching session and how often coach and coachee meet tend to be 
negotiated by both parties depending on the individual circumstances, such as the 
coachee’s prior professional experience, prior knowledge of the industry or his/her 
familiarity with the process of founding a business as well as the maturity of the busi-
ness idea as were expressed by coaches Nos. 3, 7, 20. Usually in the beginning more 
and more frequent sessions are planned, which get less as the company and the com-
petencies of the founder evolve (No. 4). In addition, the quality of the coaching pro-
cess and potentially the coaching success depend on both, the founder with his per-
sonality and his/her willingness to participate, but also the skills and experiences of 
the coach (No. 4).  
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The five functions/roles of the coach  
In general, the research found that the function of the coach ranges from factual sup-
port to a more comprehensive approach. The first is characterized by the coach facil-
itating a simple fact and solution finding process in the style of a question and answer 
session providing operational support during the founding process (i.e. No. 1, 9, 16, 
19). The latter comprises attention to process, individual and venture, with the possi-
bility of applying, where appropriate, creative methods and tools (No. 2, 3, 5). We 
will come back to this in the discussion section. Here we will first present the different 
functions of the founder coach as identified by the research.  
The transfer function/role of the coach   
The transfer function of the coach suggests that (s)he is very focussed on knowledge 
transfer, some of which may be hard, facts-based knowledge, others may relate to 
soft skills. The first type of factual coaching was for instance expressed by inter-
viewee No. 2 as follows: “coaching is rather steering the coachee with well-thought 
questions towards finding the answers for his problem himself”. For interviewee no. 
1 it is mostly about explaining knowledge, methods and relationships in a compre-
hensible way, as also confirmed by interviewees 2, 25 who, like interviewees 4,15 
and 23 guided the founder in applying this knowledge correctly. Many of the coaches 
in this research stressed, however, their role in promoting the development of certain 
soft skills such as reflection skills, leadership skills, time management skills as well 
as the personal development of the coachee (interviewees 1,2, 4, 7) in the early stages 
in the founding process. Interviewee no. 4 described it as follows: “Entrepreneurial 
personality, entrepreneurial thinking, risk-taking, […] have a lot to do with soft skills, 
with attitude towards entrepreneurship and risk-taking and this big part is addressed 
during the coaching process.” In comparison, interviewee no. 1 said: “I feel coaching 
consists by about 60 per cent of social skills and 40 per cent of hard facts. By social 
skills I primarily understand structuring, time management and the general under-
standing of the founder that, in addition to the main feature of the business, one needs 
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to take care of book keeping, structure oneself, acquire customers – those things have 
to be done as well.“ Interviewee 16 shed further light on this transfer function: “I 
would say the advantages in working with a coach are that founders can substitute 
for their lack of experience in certain areas, for instance risk management, through 
this form of collaboration.” Some coaches such as interviewee 2 saw this as a real 
advantage of their job, i.e. reading, learning and transferring knowledge to oth-
ers:“[..] that is the advantage of being a coach, I can read a lot of books, I always 
say, I am paid for reading books”. 
Knowledge transfer mainly happens, as indicated by the quotations below through an 
active questioning process which aims to trigger reflection processes and sensitise the 
coachee to different aspects of the business, as confirmed by interviewees Nos. 1, 2, 
4, 5, 6, 7, 15, 16, 22, 23, 24. Interviewee 2 described it as follows: “Coaching is for 
me that I steer the persons with questions so that he can select the answers to his 
problem as he deems fit.” In comparison, interviewee 6 added: “I like to use specific 
questions which stimulate reflection about what the founder is doing with the goal to 
create own solutions and take own decisions.“ These quotes suggest that the coach 
aims to foster problem-solving as well as decision-making skills, which are associ-
ated with the entrepreneurial role of the founder, and as were confirmed by for in-
stance interviewees Nos. 2, 4,10, 12, 13, 14, 17, 20, 22, 23, 24). In addition, the coach 
aims to instil or bring out the entrepreneurial mind-set in the founder as interviewee 
10 further highlighted “Very often the person is lacking the entrepreneurial mind-set 
and this is when I am asked to coach the founder“. Interviewee 17 added: “I can see 
two approaches [when founding a business], the classical business plan-related and 
the search-oriented and they are very different. And for me this is like a switch which 
needs to be flipped. It’s like an ‘aha-effect’ […] and if you have experienced this, you 
can’t think in the old way anymore.” Such entrepreneurial thinking also includes crit-
ical thinking, opportunity recognition and proactivity regarding changing environ-
ments, as underlined by interviewee No. 1. If the founder is truly willing to engage 
actively in the business and thus, intrinsically motivated, entrepreneurial thinking can 
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also be developed by asking a range of strategic questions, as interviewee No. 24 
explained.  
The structuring function/role of the coach  
From the data analysis we could also derive a strong structuring function of the coach. 
During the coaching, the coach is supporting the founder in identifying knowledge 
and competency gaps. By raising critical awareness of his/her own existing 
knowledge and experience with relation to the necessary start-up tasks s(he) aims to 
fill the gaps. In particular interviewees 3, 9, 10, 15, 17, 21 and 22 mentioned the 
importance of their role in developing this kind of critical self-assessment in the 
coachee. Interviewee 22 explained: “As a coach I am supporting the structuring pro-
cess by identifying tasks which are part of being self-employed”. And interviewee 3 
describes: “Sometimes people approach us and say they want to found a business and 
then we start and assess if additional competencies need to be developed. Sometimes 
people do not know at all, what they can do already.” In addition, interviewee 10 
commented: “The biggest problem is always one’s own structure – there is the per-
sonality and there is the entrepreneurial mindset and the professional competence in 
the industry where the founder is creating the venture. […] Often the founder is lack-
ing an entrepreneurial mindset. This is when I am asked to coach the founder. And 
for me this is literally about sorting thoughts.”  
One of the key issues as part of the structuring role of a coach is the development of 
a timetable, as pointed out by coach 14, for instance. He elaborated: “I always start 
with an advisory session, which includes elements such as micro economics and tax-
ation. Then we add everything else that is needed and create a timetable with respon-
sibilities and priorities. Of course this is the ideal case scenario. Then you have an 
overview very quickly. So after 2.5h the coachee knows what is going on and (s)he 
has his timetable. They can refer to it, and then they have to stick to it. [...]” This 
compares with interviewee 5 who was also working with the concept of a timetable. 
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He explained: In the preliminary conversation we would clarify the key dates, formu-
late the different expectations, the principles in place. And then we get started. So, 
due to this rough timetable, we always have some form of contract, either according 
to the criteria of the KfW founder coaching principles or, a general coaching con-
tract. The creation of the timetable enables the coachee to understand his strengths 
and weaknesses with view to creating a business. It helps to identify which topics 
should be discussed and dealt with at what point in time, as expressed by interviewee 
22. In this process the coach controls the coachee’s learning process, but always in 
dialogue with him, as was highlighted by interviewees 2, 4, 16, 21. Interviewee 16 
described the process as follows: “We support in nearly all questions where we are 
focussing to logically build up the founder’s own competences so that they can put 
them in practice and we become abundant, which is the purpose. The entrepreneur 
should not have to rely on someone else but be in charge of his own destiny”. Inter-
viewee 4 added to this: “It is a dialogue-based communication, meaning that I try to 
understand through conversation the business idea, how far the business creation has 
proceeded, […], and depending on how sophisticated the endeavour turns out I de-
velop my own intervention, based on dialogue with persons who want to create their 
own business.”  
The role of the coach in structuring the coachee’s thought processes and hence his 
entrepreneurial activities has several positive knock-on effects. One is that the entre-
preneur is encouraged to critically reflect about his/her abilities/competences and 
skills necessary for the venture process; another is that the coachee is increasingly 
empowered to learn by doing yourself. Furthermore the interaction with the coach 
also helps reduce the complexity of the activities related to the founding process, 
which at times can be overwhelming for the founder. This leads to more clarity about 
the founding process, as positively commented on by interviewees 1, 6, 9, 10, 16. It 
also helps to create more security in the founder who is struggling through trial and 
error as emphasised by interviewee 3. They feel well surrounded, properly accom-
panied, as he can link them with thematic experts to ensure that they are properly 
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accompanied. This provides a feeling of security. Interviewee 16 added: “I’d say, we 
understand ourselves as those who are there when important questions needs to be 
resolved, who accompany the founder, if desired, to negotiations, who might negoti-
ate in his name or who are some sort of sparring partner to discuss issues together 
to find solutions – keeping in mind that what we say might not always be the best, 
that each challenge demands for a specific solution.“ In addition, interviewee 20 un-
derlined his role as a: “process-guiding coach.” 
One of the key strengths of the coach is his/her detachment, as (s)he is not emotion-
ally involved in the venture creation process, which is very different from the founder. 
This detachment was in particular commented on by interviewees 1, 2 and 6. As in-
terviewee no. 2 commented: “The danger is always that when I identify very strongly 
with an idea and a founder that I also suffer from what is called ‘ operational blind-
ness’ [Betriebsblindheit in German] and then I am like the founder and that is some-
thing which a coach should avoid from my point of view, he should be a neutral 
trainer […] who should clearly show where the pitfalls are.” Usually the founder’s 
involvement is intimately linked to the business idea, which implies a certain degree 
of emotional attachment between the individual and the business idea. In contrast, the 
coach’s relationship with the founder is of predominantly commercial nature, with an 
underlying mutually negotiated contract between the two parties. Aiming to trigger 
critical reflection and learning in the founder, as shown by interviewees 1 and 2, is 
just one of the tasks of the coach, other questioning techniques as mentioned by in-
terviewees 14 and 23 and structuring aids like mapping tools for time plans as sug-
gested by interviewee 14 were seen as helpful elements of the coach-coachee dia-
logue. As a result, the data suggested that the structuring role of the coach lends itself 
to the use of creative techniques to trigger rethinking in the coachee, or deeper reflec-
tion about issues and problems at stake at that particular moment in time.  
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The Motivation function/role of the coach 
The research also underlined an important motivational function of the coach for the 
founder, not just in those situations where the founders find themselves in a crisis, 
but also in everyday situations where the founder is required to cope with the daily 
stress of setting up the venture, as shown by interviewee No. 17: “I think it [founder 
coaching] is something where you (as a coach) step aside and look out for things he 
(the coachee) could do differently, so you are taking care to motivate him, so that he 
is not just standing still, that the ball keeps rolling.” In fact, the coach’s emotional 
enthusiasm for an idea can have a tremendous influence on the motivation of the 
founder, as interviewee 17 explained: “[…] as a consultant I have a great influence 
on the founder, because if I am very excited about an idea, that is I am almost eu-
phoric, the person gets a motivational boost with the result that we get the loan which 
we wouldn’t get before”. This quote shows how the emotionality of the coach can 
potentially impact a founder. Whereas such positive feelings can virtually carry 
founders through tough times, too much emotionality from the coach’s side may also 
pose a risk for the decision- making process and the coachee taking full responsibility 
for his/her individual actions. Looking critically at this issue it raises questions as to 
the level of independence of the founder from his coach during the coaching process. 
To counteract potential negative effects of too great dependence, the coach needs 
emotional stability in order to help the founder to reduce own fears, stress and foster 
his/her motivation As interviewee No. 1 elaborated: “[…]I believe he is very thankful 
for…, or at least he is telling me this often, whereby I must say, he was highly moti-
vated to realize the founding process, and yet there has been always the fear, I am 
specifically using the word “fear” because everything depends on it. […] At this point 
the lack of knowledge is tremendous, which can scare people and there I think we 
could create a structure and reduce fears”.  
As this discussion has shown the motivational function of the coach is key to the 
development of the venture and its founder as the coach is motivating the founder 
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throughout the venture creation process, as highlighted by interviewees 4,19 and 20. 
One key effect of this motivation function of the founder is the possible reduction of 
the founder’s fear when faced with particularly challenging situations during the start-
up.  
 
The Networking function/role of the coach  
The coach tends to have an important networking function. In fact coaches are often 
referred as network nodes who provide access to further external resources and create 
opportunities for contacts with potential clients and investors. The interview data 
from coaches No. 4, 8, 13, 24 supported this argument. Here interviewee 24 stated: 
“Sometimes a founder approaches me, with the request to help him broaden his own 
network, so I am a node to other founders which have other competencies with which 
we can solve the problem together, but I am also a potential node to tax advisors and 
lawyers whom I can’t replace.” And interviewee 8 explained further “You may be 
familiar with the theory of the seven pillars of resilience and the network is at the top, 
the, network, this is the most important factor for sure to me.” Moreover, a coach can 
directly recommend other experts (No. 22), potential customers or suppliers and 
thereby potentially reduce time, effort and financial investments, which may be dif-
ficult for the founder. Hence the networking function of the coach is potentially im-
portant for the success of the venture.   
 
The Reflection function/role of coach   
All interviewees agreed upon the fact that coaches have an important role as sounding 
boards or sparring partners during the venture creation process, by, for instance, giv-
ing feedback regarding the planning of the venture, or by challenging the founder’s 
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initial assumptions. Furthermore s(he) supports the founder in learning concrete be-
haviours through simulations, role plays and working on concrete tasks, for instance 
telephone communication (No. 15, 21), communicating with the local authorities (1) 
or giving feedback (8), as interviewee 15 explained: “[…] and then we would have a 
session where we do a role play for two, four hours and simulate a real telephone 
sequence and then it shows that it is no linguistic inability to sell the product but that 
the person is unclear about himself and then we talk about it in order to resolve the 
problem.” In fact, speaking the right language is essential for the fledgling founder 
who is trying to create his venture in line with the potentially challenging German 
bureaucracy. As interviewee 1 explained: “I have solved this now but there was a 
point where he said he was glad to have someone supporting him. As I said before, it 
was no big deal, but one realises that you underestimate that business founders, who 
are active in a domain distinct from commerce, are really challenged by such issues 
because they don’t understand what is communicated to them and what needs to be 
done. But since we were able to address the challenge together, they saw that it was 
no big deal […].”  
There seems to be little doubt that the coach is key to triggering reflection which 
helps the coachee identify, formulate and sharpen the idea/problems s(h)e is working 
on. In most cases, as coaches emphasised, founders have trouble identifying specific 
issues. In fact they rarely know what business idea they want to pursue exactly and 
hence which problem they want to solve. This was in particular the case for inter-
viewees nos. 3, 9, 15 and 24. Interviewee 24 further explained: I understand coaching 
as me asking the right questions at the right stage of the founding process, questions 
which the people are not necessarily aware of and as a result, are not able to answer 
by themselves, because they did not understand the problem at all […]”. Interviewee 
15 added: “They are not necessarily approaching me with a concrete problem. Indeed 
less than 30 percent of the founders who I meet have a concrete problem or question 
for their creation”. Here the coach functions as a support to tease out and possibly 
structure the coachee’s reflection before the actual creation process starts. 
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The preceding sections have discussed the different functions of the coach as they 
emerged from the data. The following sections focus on data about the coach and 
his/her relationship with the coachee.  
 
Individual level of the coach: motivation, perception of their role and challenges 
for the coach  
Motivation for coaching  
Examining the motivation of the coach for working in his/her chosen profession the 
data analysis highlighted the importance of intrinsic rather than extrinsic motives 
such as money as key for the decision to take on a coaching assignment. In fact, the 
findings suggested that most founder coaches were not dependent on the financial 
income made from their coaching interventions. Instead they aimed to help the entre-
preneur to create a viable business. As interviewee 12 commented: “Coaching rates 
are mostly very low so that it would be difficult to make a good living from it”. For 
those, however, for whom founder coaching generates their main income personal 
recommendations are essential for their business viability. They are primarily driven 
by the urge to achieve excellence, make their clients happy and get an excellent rating 
of their services. Interviewee 22 suggested that in the case of missing recommenda-
tions, he would recommend founders who are looking for a good coach to trust in 
their gut feeling, because a good fit between coach and founder is the basis for a 
trusting working relationship.  
As the majority of coaches were intrinsically motivated they prioritised personal com-
mitment and client engagement as key for building a trustful relationship. The coaches 
mentioned in particular their need to feel personally committed and that they wanted 
their work to have a purpose (No. 1, 2, 4, 11, 18, 20). As a result some of them like 
coach no. 1 took on unpaid extra work to help the founders. Other coaches stay in 
touch with the coachee, even when the coaching process is already finished (No. 1, 
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2, 11, 16, 22). One of the coaches mentioned this as the big difference to consulting 
practice (No. 18). Coaches set different boundaries for their engagement with the 
client. Occasionally extrinsic rewards such as shares in a newly established business 
were mentioned as a major incentive to engage more deeply with the venture (inter-
viewee No. 25), the advantage being that the founder could rely more on the obvious 
interest of the coach. Such close relationships are, however, not always without issues 
as they might lead to higher pressure on the founder to perform and generally tend to 
reduce the professional distance between coach and coachee. 
 
The coach’s perception of his/her role in the coaching process 
This research explored the relationship between coach and coachee and hence also 
focused on the role of the coach. Whereas many of them mentioned their role as 
somebody who helps structure and facilitates reflection it was also interesting to learn 
about their perceptions of their role. The data analysis showed that coaches 20 and 
22, for instance, perceived that a transfer of core competencies related to product or 
service-related knowledge were not part of their job of a coach. Indeed interviewee 
20 explained his view: “My fundamental understanding is, that every founder is 
his/her own expert in the respective sector of his industry, or the market s(h)e is tar-
geting with his/her products and services. And if s(he) is not an expert, s(he) can still 
be a founder but needs somebody in his/her team who understands the market. Mostly 
founder coaching cannot provide professional or regional expertise. These are spe-
cific expert tasks.” Also, interviewee 9 stated: ”The founder coach can’t take respon-
sibility for others. The success of the coaching depends very much on the potential of 
the founder and his/her idea for the venture.” This discussion touches upon questions 
relating to the limits of the coaching relationship, the limits of the coach’s task as 
well as wider issues of the learning capacity of the founder. Hence it is not surprising 
that there is lively ongoing discussion as to whether the coach needs to have industry 
 87 
 
related knowledge in order to support the founder successfully or not, as was found 
in the data. 
 
The coach’s persona: skills and behaviours  
Probably one of most important characteristics of a coach are his/her communication 
skills. A number of interviewees (6, 14, 20, 22 and 24) emphasized that the coach 
needed to be a good listener rather than just talk without listening to the founders’ 
perspective and idea (No. 6, 20, 22, 24). Here interviewee 14 commented: “A coach 
must be a good listener. I am bad at this. I am about to learn again, how to be a good 
listener”. It would be difficult to assume that a coach always has all the technical 
knowledge to understand an entrepreneurial idea. However, making the effort to un-
derstand at least the gist of the business idea, the product or the service, was consid-
ered to be essential for a coach. 
Moreover, some interviewees suggested that founders appreciated a coach evaluating 
their idea as neither good nor bad but instead having a neutral, unbiased standpoint. 
The general perception was that overly subjective comments could inhibit the 
founder’s learning process by creating fear or pressure to succeed (No. 3, 9, 10). Fur-
thermore it was suggested that a founder coach needs to take into account the 
founder’s psychological aspects such as motivation or if the creation is happening as 
a team product, indeed team-dynamics play an important role in the success of the 
venture (No. 14, 18). 
On the other hand, it should not be neglected that the coach could potentially also 
develop with the founder and the coaching experiences. They also learn from these 
experiences, as critically expressed by interviewee no. 2; and as part of their own 
critical self-assessment and reflections they sometimes conclude that they would 
have, or should have, done things differently (No. 1, 2, 8).  
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In conclusion, we can see that the coaching process is a two-sided process. Coaches 
are highly qualified, motivated individuals, yet potentially lowly paid. As interviewee 
2 suggested this is the reason why a good coach would “never focus only on the 
money” (No. 2).  
 
The coaching relationship  
Promoting the metamorphosis into an entrepreneur  
The data analysis found that the coach-coachee relationship is characterised by sev-
eral features: a) it is a service which involves the founder as an active actor in the 
production of the service. S(he) must be committed to the success of the coaching, 
and be actively involved in the coaching process. B) The nature of the service is im-
material and intangible, which suggests that is very difficult to see any immediate 
tangible outcomes; c) the service is personalised i.e. the coach tailors a service ac-
cording to the founder- and company-related characteristics where he considers the 
competency profile of the founder, the type of start-up and/or founder’s entrepreneur-
ial ecosystem. D) An important issue impacting the coach-coachee relationship is that 
of mutual trust. It is essential for the coach to create an atmosphere of trust with the 
coachee, thus establishing a trustful relationship from the first moment they meet 
(Klyver & Hindle, 2010a). One way of achieving this is, for instance, through a two-
way, open communication which is unbiased, frank and honest, where the coachee is 
made to feel appreciated and his opinion valued (No. 1, 2, 3, 23). It also helps to 
clarify the expectations right from the start, to avoid disappointments, as interviewee 
9 explained: “My attitude is that I say as open and transparent as possible what a 
founder can expect from my support to avoid disappointments. This helps to have a 
clear approach to the founder and his/her idea and creates empathy which fosters 
trust […]”. This might explain, why all respondents except for two (Nos. 4, 7) men-
tioned recommendations as the preferred way of acquiring clients. Some research 
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participants compared the relationship with the coachee to a good friendship, which 
needs time to develop, but is characterized by constructive, independent feedback 
(No.1, 2, 3, 11, 16, 24). Coach 1 commented: “[…] it was important for him [the 
founder] that he had somebody of whom he could say that he was on the same wave-
length with, I trust him, I can come with any issue, even if it is not necessarily related 
to the usual coaching topic”. Especially in the case of subsidized founder coaching 
where a certain number of hours are allocated to the coachee, the latter may be a 
problem. As time is restricted it is up to the coach to identify the needs and require-
ments of the founder and adjust the contents of the coaching sessions accordingly in 
order to create a good fit between available time and need to cover the relevant topics 
and issues as confirmed by coaches Nos. 1, 2, 9, 19, 20, 22. This implies that coaches 
also reject engagements, of which they are not convinced (c.f. interviewees No. 2, 3, 
9, 10, 11, 20, 21, 22) and that they would advise founders to quit their idea if they 
have doubts about the feasibility of the venture (see for instance interviewees nos. 1, 
3, 6, 9, 10, 15, 16, 20, 21, 22). Interviewee 22, for instance, explained this further: 
“Being a good founder coach means that you are also able to advise somebody that 
he should not create this particular venture”. Others, such as interviewee no. 2 had 
learned to step back and stay neutral as he had made the experience that even start-
ups with the most ill-defined business idea and simplest business model could be 
successful. He expanded: “What I have given up was the idea to dissuade somebody 
from an idea. I experienced sometimes that ideas, which I considered as absurd, had 
been successful in the end.” 
E) A very interesting key finding of this research is the recognition that the coach’s 
work aims to trigger a learning process in the coach that culminates into what inter-
viewee 20 described a “metamorphosis into an entrepreneur”. Part of this process is, 
as the research found, that most of the coaches aim to foster the autonomy of the 
founder and thus, reject the idea of too much dependency on the coach. Instead they 
view, as interviewee 20 explained, the founder as “expert of his/her own idea and 
industry”. This opinion was also supported by interviewees 20, 1, 6, 7, 9, 11, 21, 22, 
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23, and is in line with the commonly promoted paradigm of coaching as “help for 
self-help ” (Rauen, 2003) aiming to encourage the founder to take responsibility for 
his/her own actions (No. 7, 9, 21), by activating e.g. their own resources (No. 21). 
This implies that the founder and his development, and hence his/her learning are the 
main focus of the coaching process, as was supported by interviewees 3 and 16. The 
coach’s role is commonly understood as being responsible for facilitating the 
founder’s individual reflection- and learning process and initiating reflection about 
possible ways of how to successfully cope with the venturing process (interviewees 
no. 6, 20).  
The facilitation of metamorphosis into an entrepreneur which resembles the metaphor 
of a butterfly emerging from a larvae is seen as the main benefit of founder coaching, 
since the mere knowledge about founding a company is available over the internet. 
With the support of the coach this knowledge can be brought into the right context 
and through his/her guided learning its full potential can be better exploited. As in-
terviewee pointed out that, this requires a high level of professionality on the coach’s 
part which is made possible through a continuous self-reflection process (No. 20). 
The findings of the analysis section are summarised in figure 3. 
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Figure 3 The coach, coaching functions and framework conditions 
 
The flow of the coaching session – chemistry   
The flow of a coaching session is also an important aspect part of the general coaching 
framework. Flow here relates to the personal chemistry between coach and coachee. 
As coach No. 20 explained: “I think the chemistry has to be right. […] and a founder 
should get the feeling that the coach knows what he is talking about and does not 
want just to sell something.” Furthermore coach No. 22 concludes: “If the chemistry 
is not right, you cannot coach.” Similar statements were made by coaches Nos 9, 18, 
20, 22 and 24. Interviewee 2’s comment brings an interesting perspective to this as 
his definition of successful coaching was described as follows: “[…] if the founder 
has not noticed that I have done something, I mean that he has been coached, and the 
friendly question appears: “Why should I pay you now? I have done everything.” 
This suggests that the coaching session has followed its ‘natural’ course with no prob-
lems for neither the founder him/herself nor the coach in terms of eg communication 
and their relationship with each other. Whereas this is clearly a very positive outcome 
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of the coaching process it already highlights a problem often associated with coaching 
ie. that of how to measure coaching success as interviewee No. 2 concluded.  
 
The coaching relationship: the challenges 
The data analysis revealed that throughout the coaching processes the coach gets con-
fronted with different challenges. First, the coach has a great responsibility for the 
quality of the coaching process as was highlighted by interviewees nos. 6 and 21. 
Interviewee 21 explained: “[…] there is the responsibility […] to act in a responsible 
manner and to support founders in developing a sustainable venture. […] me as the 
more experienced person I am responsible for the success of the coaching as I am the 
one who has done it before the founder, who knows the successful and failed ventures. 
The founder usually does not have this information and I think they have to be used 
to the benefit of the founder […].”  
A second challenge for the coach is that (s)he is asked to identify and close learning 
and competency gaps, thus must be able to do a correct diagnosis of the founders 
learning needs (No. 15, 21) (Lans, Hulsink, Baert, & Mulder, 2008). In this context 
it is important to ask the right questions (No. 21), possibly even to challenge the 
founder and his idea, all aiming to stir the coachee in the right direction and to en-
hance the founder’s reflection regarding his/her intention to start a business (No. 15).  
Third, the coach also has the obligation to stand back and be able to reflect on a meta-
level on his/her own behaviour in the context of the development of the coaching 
process (No. 2, 18). (S)he needs to be able to let the founder make his/her own expe-
riences, possibly even live their own mistakes (No. 2, 5, 6, 20, 23) instead of influ-
encing him/her. As interviewee 6 elaborated: „I think a relevant aspect is that I can-
not tell the founder if s(he) should found or not. I think is not my task as a coach. And 
I cannot and will not do that. Of course I can ask questions which lead the founder 
to take a decision which is hopefully making sense… but I believe that one of the 
 93 
 
biggest mistakes a coach can make would be to talk too much and influence the 
founder.” As interviewee 2 further explained: “A coach must find a good mixture 
between having empathy without becoming the founder himself, and the danger al-
ways exists that I identify too much with the founder or the idea and develop an op-
erational blindness.”  Such operational blindness may be triggered if the lines be-
tween a personal and professional relationship become blurred. In fact as interviewee 
20 commented it is “the biggest failure to loose professional distance […]” but also 
the greatest strength to be “[…] emotionally close to the project.” Indeed there is a 
need for the coach to show empathy with the founder and establish interpersonal re-
lations (No. 1, 3, 9, 11, 20, 24). However, getting the balance right can be challenging 
as the above quote shows, yet at the same time the most rewarding.  
In general many participants concluded that being a founder coach with all its differ-
ent dimensions is truly a challenging task and, that coaching, as was implied by in-
terviewee 22, is a highly complex process whose nature varies very much with the 
individual demands of the founder.  
 
DISCUSSION 
The MNRST Model of founder coaching functions 
In our study we found that a coach takes on five functions, which benefit the entre-
preneurial competency development of the founder and the venture success: the mo-
tivating function, the networking function, reflection function, the structuring func-
tion, and a transfer function. We summarise these functions as the MNRST model of 
founder coaching functions (see Figure 5). Each function is important for the success 
of the venture. The study data suggest that founders very often suffer from dips in 
motivation where they need picking up by the founder. Here the coach has a key role 
in Motivating the fledgling entrepreneur. The Networking function of the coach pro-
vides the founder with access to the right people, right resources at the right time. The 
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founder coach also has a very strong role in the Reflections of the entrepreneur. He 
helps to tease out the necessary information the founder was not aware of, acts as a 
sparring partner and sounding board. The Structuring function of the coach helps to 
structure his venture creation process, identify problems, knowledge gaps and de-
velop solutions and enhance decision-making processes. Transferring hard facts and 
promoting soft skills such as leadership and communication skills to the entrepreneur 
is another key role of the coach. All of this aims to give the fledgling entrepreneur 
security and confidence in his business idea and aims to empower the founder in his 
venture creation process which often goes hand in hand with personal development.  
The different functions of the coach as emerged from the data analysis are summa-
rised in the MNRST model as shown in figure 4.  
 
 
Figure 4 THE MNRST functions of the founder coach 
 
In this research we have focused on the relationship between the founder coach and 
the coachee. The findings suggested that the coaching process is characterised by a 
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personalised, open, constructive dialogue between the two parties who are both com-
mitted to the coaching process and its success. Trust is an underlying condition for 
the relationship to be sustainable. The coaching outcomes are enhanced by a critical 
reflection on the side of the coachee and his/her empowerment to take entrepreneurial 
decisions. Furthermore, the coach gains a better understanding of entrepreneurial pro-
cesses and administrative requirements. Acquiring entrepreneurial competences such 
as decision-making and problem solving skills are part of the coaching process. 
Learning, both on the side of the founder, but also for the coach are essential elements 
of the coach-coachee relationship. The different elements of the coach-coachee rela-
tionship are displayed in figure 5. 
 
Figure 5 Relationship between founder and coach 
 
A typology of founder coaching  
The research found different types of coaching ranging from a very professional, fact-
oriented, process-oriented coaching approach to a more comprehensive approach that 
focuses on the individual founder, the enterprise, the founding process and the envi-
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ronment in which the entrepreneur and the venture are taking shape. In its compre-
hensive form, the latter is similar to Gartner’s (1985) four-dimensional model that 
comprises the entrepreneur, the enterprise, the process and the environment as key 
variables in the start-up process. The findings of this research suggest that some but 
not all of the founder coaches, subscribe to the latter comprehensive approach to 
coaching where the coach considers the founder in his/her totality as an individual 
with a professional and personal side, who is creating an enterprise s(h)e is passionate 
about. This involves a process during which the coach and coachee engage in a dia-
logue, in conversation, where the coach potentially takes on all five functions found 
in this study. The external environment such as the different stakeholders of the ven-
ture as well as socio-economic factors that may influence the venture will be taken 
into account too.  
Drawing on the data analysis we suggest a founder coaching typology, which sug-
gests different levels of founder coaching, as presented in figure 6. At the lowest level 
the coach provides only factual coaching, at the highest level we find the more com-
prehensive, potentially transformational approach. In between we have variations of 
where coaches combines factual coaching with a mix of more or less personalised 
approaches, thus fulfilling the different functions elaborated earlier to varying de-
grees. Trust, emotionality, detachment and learning are all aspects accompanying this 
process.  
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Figure 6 A typology of founder coaches in Germany based on Gartner (1985) 
 
CONCLUSION 
This research has contributed to the limited literature that explores the role of founder 
coaching in business start-up processes in Germany through a study that involved 25 
semi-structured in-depth interviews with coaches and focused on the role/s of the 
founder coach in business start-up processes in Germany, examined the relationship 
between the founder (coachee) and the coach and the nature of their interactions. 
Based on the key findings of the study we developed a typology consisting of five 
functional roles of the coach during the coaching process, as identified through the 
data analysis. These were a motivation function, a networking function, a reflection 
function a structuring function and a transfer function, which were summarised as the 
MNRST model of the role of founder coaching (Figure 4). This reflects the variety 
of founder coaching as evidenced through our interviews. Coaching ranged from a 
purely professional, fact- and process-oriented approach to a more comprehensive, 
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potentially transformational approach encompassing the founding process, the indi-
vidual, the venture and the environment. Furthermore we also highlighted a number 
of challenges in the coach- coachee relationship such as a possible emotional involve-
ment of the coach, as well as the difficulty of measuring coaching success.  
 
Implications for coaching training and coaching practice 
There are several implications from this research for a) the training of coaches and 
,b) coaching practices. Relating to the first the study suggests the need to develop a 
more integrative coaching training programme which should consider entrepreneurial 
competences, skills and behaviours, as promoted by e.g. Gibb (2002,5). The latter 
arguably developed one of the most far-reaching definitions of entrepreneurial com-
petences, skills and behaviours, which was later integrated in the QAA (2012) for 
entrepreneurship education in UK Higher Education. It is suggested here that coach-
ing training, and in particular founder coaching training, would benefit from the in-
tegration of a focus on entrepreneurial competences, skills and behaviours, possibly 
drawing on Gibb’s work. There is some evidence that entrepreneurial competencies, 
skills and behaviours can be developed through e.g. action-based, experiential learn-
ing (Klapper & Farber 2016, Refai & Klapper 2016), and using such techniques in 
coaching training would arguably improve the coach’s understanding of what the 
coachee needs to develop in terms of competences, skills and behaviours. Our find-
ings also suggest that coaching training should also aim to encourage a greater reflec-
tion in the coaches about the types of coaching they provide and where they position 
themselves in the typology developed in this research. Much of the coaching seems 
to be of basic, factual nature, which seems to ignore the emotional needs of the 
coachee during the start-up process. Shotter’s ‘withness’ thinking (Shotter 2006, Hig-
gins & Refai 2016) provides a valuable perspective, to be integrated into coaching 
training, to encourage a better understanding of the coachee. In addition, coaching 
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practice has the potential to draw on innovative tools such as meditation, visualisa-
tion, art, music and theatre to promote the critical engagement with the entrepreneur-
ial identity. There seemed only a small minority of coaches who used any such inno-
vative methods in their coaching approach. There is substantial potential to integrate 
both the withness approach and more innovative tools in the coaching training.  
Equally the findings of the study suggest the need to develop a quality standard for 
coaching practices in Germany and beyond, with the objective of ensuring a more 
standardized, higher quality in founder coaching. As Tegtmeier et al. (2010), eg. 
showed, founder coaching is very often a secondary business branch of consulting 
companies. Given the findings of this study it may, however, be questioned whether 
consultants possess an appropriate understanding of the coaching process, the inher-
ent difficulties of the start-up process and whether they can relate to a struggling 
founder at all given the differences between coaching and consulting as discussed by 
Müller (2011) and Tegtmeier et al. (2010). Hence there may be a greater need for 
developing a code of conduct or a quality assurance standard at a national, and even 
international level.  
 
Implications for entrepreneurs 
This study is also of interest for the fledgling entrepreneur and all those at the pre-
organisation stage, struggling to develop their business idea as the findings of this 
research suggest potentially positive effects of start-up coaching on the founder, the 
venture idea, its development and the whole start-up process. Given the multitude of 
public coaching programmes offered by German municipalities and other govern-
ment bodies we suggest that entrepreneurs should take an interest in getting actively 
involved in these programmes for their own benefit and that of their ideas.   
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Implications for academia  
The research also found that the learning processes of the founder during the coaching 
process are not fully understood and future research could look closer at who is in-
volved in this learning process, at what stage of the venture development and what 
type of learning is taking place. A potential promising method to explore this further 
are George Kelly’s (1955) repertory grids, which were already applied among French 
entrepreneurs by Klapper (2011) and in a comparative study between France and Po-
land by Klapper (2014) and in Germany by Hagedorn (2015). 
 
Limitations of the research 
The findings are based on an in-depth qualitative study of 25 founder coaches, which 
generated much data and provided an excellent insight into the coach-coachee rela-
tionship during the founding process and the challenges in the relationship. However, 
we cannot claim that these results apply generally to the totality of German founder 
coaches. Furthermore even though the findings of this study provide a very good in-
sight into the coach-coachee relationship during the founding process and the inherent 
challenges in the relationship, we do not claim that these results apply generally to 
the totality of German founder coaches. As is typical with small “n” work, the study 
rather provides an in-depth insight into some of the processes involved. Second, there 
may be regional variations, also between former Eastern and West Germany. Regions 
create different founding environments and provide different financial support for 
fledgling entrepreneurs. Hence the results may be subject to regional variation. Third, 
the terminology of founder coaching seems to be very specific to the German market 
and it would be interesting to conduct international research to compare and contrast 
the situation across different cultures and practices to gain further insight into the 
situation.  
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Abstract Equity-based crowdfunding is a relatively young method to obtain capital for start-
ups. Hereby ventures use special internet platforms to issue shares of different sorts to the 
public. However, there is a great variety of platforms existing, which leads us to the question, 
whether there is a general crowdfunding-process which enables founders to finance their 
business or not. Hence, if we would know a general model, we could give recommendations 
to founders, service providers and investors. Therefore we analyze in this article the process 
of equity-based crowdfunding from the perspective of a capital seeker and ask how the pro-
cess of equity-based crowdfunding is structured in practice. We answer this question by 
conducting an explorative analysis consisting of an iterative examination of the sixteen dif-
ferent platforms existing in Germany. By doing so, we aim to identify commonalities and 
differences and derive a general model. The findings will be used for further discussion and 
provide information for stakeholders in order to optimize the process. 
 
1. Introduction 
Equity-based crowdfunding (also called crowdinvesting) became a promising instru-
ment to overcome a start-up’s liquidity problems, which is called the early-stage eq-
uity gap (Veugelers, 2011). The equity gap is lowering the success of new startups or 
preventing it from fully concentrating on its core activities of its business model 
(Geyer & Heimer, 2010). In 2011 around 16 percent of the start-up’s faced this lack 
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of financial resources (Hagen, Metzger & Ullrich, 2012). Thus, equity-based crowd-
funding is a potential solution for reducing this gap, because it reduces barriers to 
access equity.  
Crowdinvesting is a subset of crowdfunding and provides a framework with which 
shares of young companies or projects can be offered to the public. The innovative 
idea behind it is that anyone can offer investment possibilities if minimum standards 
are fulfilled and that anyone can invest in it. Therefore we define crowdinvesting as: 
“a financing method for young ventures and other commercial projects that supports 
the acquisition of equity by coordinating the submission of different forms of shares 
to an undefined group of possible investors through social virtual communities.” Un-
like crowdfunding, it concentrates mainly on financing young ventures or commercial 
projects by equity or mezzanine capital through the issue of shares and thereby re-
quires a legal body. Compared to crowdfunding, the participation is not mainly re-
warded by gifts or material incentives, but by the return on the investment. 
However, equity-based crowdfunding is not regulated explicitly in Germany, which 
leads to a great variety of designs and applications. This is why we have conducted 
an analysis among the 16 most active crowdinvesting platform providers, shown in 
fig. 7 below. We examined the processes and operating conditions in order to create 
a general framework, in order to find communalities and differences and provide in-
formation for founders. In the following we discuss our findings regarding the equity-
based crowdfunding-platform analysis and combine it with essential theoretical as-
pects. 
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2. Current Literature 
Equity-based crowdfunding is a new research area for academia. Few researchers 
mention it in papers about crowdfunding and crowdsourcing (cf. for instance 
Gassmann (2012), Wolfson (2012), Schwienbacher et al. (2010) or Hemer et al. 
(2011), while most authors focus on the less explored field of crowdsourcing or 
crowdfunding in general (cf. for example Kappel, 2009). Also motivational aspects 
in crowdsourcing (cf. Reichwald and Piller, 2005; Reichwald et al., 2004; Carpenter, 
2011) as well as on crowdfunding (Kleemann et al., 2008; Harms, 2006; Hemer et 
al., 2011) had been researched so far, while neglecting the special circumstances for 
crowdinvesting.  
Very fundamental research in this field has been conducted by Howe (2006), who 
argues that crowds can be more efficient than individuals. Their advantage is the 
ability to accumulate wisdom, which is the result of solutions aggregating to each 
other and end up having better overall solutions (Surowiecki, 2005). In the case of 
crowdinvesting it is not finally discussed whether the “wisdom of the crowds” applies 
or not, because it is questionable if the decision of an individual in the crowd is really 
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independent (cf. Klöhn & Hornuf, 2012). On the contrary Shiller (2000) teaches us 
that crowds can lead to “irrational exuberance” with huge macroeconomic effects, as 
we have seen it during the last financial crisis. Hence, Kortleben and Vollmar (2012) 
draw first theoretic considerations regarding possible agency-constellations between 
the investor, the startup and the crowdinvesting-platform.  
Also the work of Hemer et al. (2011) can be mentioned as fundamental for research 
of crowdfunding. Hermer et al. (2011) provide a general overview of the German 
crowdfunding market. Their work contains basic priniciples, which can also be 
relevant for equity-based crowdfunding. The great variety of the examined study ob-
jects so far prevents from a generalization; while a few patterns can be identified that 
match equity-based crowdfunding (for instance functions, like the threshold-pledge 
system). Furthermore, crowdinvesting uses a different approach compared to crowd-
funding regarding the financing method. This difference implies different motiva-
tions of the money provider (we are already speaking of investors here), rising possi-
bilities for start-ups considering the amount of acquirable capital. 
As a starting point of equity-based crowdfunding research, the work of 
Schwienbacher et al. (2010) can be mentioned. He and his colleagues were the first 
European scholars who discussed crowdfunding with main focus on venture 
financing (cf. also Lambert et al., 2010; Belleflamme et al., 2010). While we found 
few works in academia solely discussing equity-based crowdfunding, the daily 
media, digital media and fact books paid a lot of attention to it. For example, the 
private institute ikosom (“Institut für Kommunikation in den sozialen Medien”) 
carried out a survey among all six crowdfunding and equity-based crowdfunding 
websites between May 2010 and April 2011. The result was the first comprehensive 
study on German equity-based crowdfunding and crowdfunding platforms (Eisfeld-
Reschke et al., 2011).  
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During our literature research we also identified one recent study by Klöhn & Hornuf 
(2012), who examined all of the until then existing five equity-based crowdfunding 
platforms from a legal perspective. This very detailed work gave us an impression of 
the complexity and disorder of the market and motivated us for further investigation, 
which resulted in this article. There has also been done general research on the 
functioning of social media platforms. In his model of social contagion Russ (2007) 
describes the phases of contagion a social media platform needs to establish in order 
to be successful. Since in crowdinvesting the social media play a crucial role, we 
presume this to be also valid for its service providers.  
 
3. Methodology 
The aim of this working paper is to provide a deeper insight into the process of equity-
based crowdfunding. Therefore we conducted a platform analysis. In the first step, 
we made an explorative analysis to get an overview of crowdfunding and crowdin-
vesting. Thereby we started with a literature review to gain first knowledge and then 
expanded our research by interviewing experts, visiting conferences and participating 
in workshops.  
For the identification of the equity-based crowdfunding platforms we also used a col-
lection of 139 worldwide listed crowdfunding and equity-based crowdfunding plat-
forms. Out of this set we identified 20 equity-based crowdfunding platforms in total 
in Germany, of which 16 are currently active. In the second step we analyzed, cate-
gorized and compared the different platforms in Germany in an iterative process by 
using the categories presented in tab. 7. The result is a general crowdinvesting-pro-
cess, discussed in section 4.  
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Funding sys-
tem 
Funding instru-
ment 
The branch Financing phase Costs for issuers 
Minimum in-
vestment 
amount 
Type of platform 
service 
Evaluation of the 
business idea 
Evaluation of the 
business value 
Number of pro-
jects conducted 
Holding pe-
riod 
Used additional 
service providers 
Community 
building 
Table 7 Categories of the empirical analysis 
4. Functionality of Equity-Based Crowdfunding
From our empirical analysis we derived an equity-based crowdfunding-process, 
which is presented in the following fig. 8. It consists of an application phase, where 
a founder applies the business plan and other data on an equity-based crowdfunding 
platform. In the screening and selection phase, the platform evaluates the applications 
and prepares a negotiation strategy calculating the business value and evaluating the 
possible conditions. Sometimes the evaluation of the crowd is also taken into account. 
After a positive evaluation, the founder agrees on a contract in the contracting phase. 
After this phase, the investment offer will be announced in the roadshow phase to the 
crowd, including a fixed starting date of the subscription period. The following sub-
scription phase is essential for the success of the funding. Is the investment border 
not reached, the submission of shares will be canceled and neither the equity-based 
crowdfunding platform nor the emitter would get any money. Therefore both parties 
have a strong interest in the success of this phase, which is expressed in a high mar-
keting activity. Also in this phase, the issuer agrees on contracts regarding the condi-
tions of the holding of the shares, for instance the holding period or the dilution of 
the same. After the positive subscription of shares (which means the reach of the 
investment border) the holding phase follows. Depending on the individual contracts 
the investor must hold the shares some determined time period. After this time period 
the investor is free to sell the share, give them back to the issuer or to prolong the 
contract. This is called the exit-phase. In the following, each step of this process will 
be discussed, based on empirical and theoretical data.  
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Figure 8 Phases of the equity-based crowdfunding process, own presentation 
  
4.1. Application, Screening and Selection Phase 
First the founders apply at the platform, because they benefit from it by using its 
infrastructure to get in contact with the investors-community for marketing and fi-
nancial purposes. The platform provider selects the best applications by performing 
a very simplified due diligence (Klöhn & Hornuf, 2012), done in personal talks or 
online in template questionnaires. This due diligence can contain credit-ratings, the 
business plan evaluations or even personality tests. Hereby the innovativeness, 
uniqueness of the idea, scalability, usefulness and explicability are mostly used as 
selection criteria (Sauer, 2012).  
 
Apart from that the company value is calculated. Basis is often a reliable financial 
plan from which a possible exit-revenue at the end of the holding period is calculated. 
From this specific value the platform discounts the yield expectations to calculate the 
current company value. In one case a pre-auction system is used as a method to indi-
cate the company value. Here the pitfall might be that the investors may not have all 
information at this time to evaluate the company information correctly, which may 
cause a winner’s curse.  
 
4.2 Contracting Phase 
After a positive evaluation of the business plan and further information, the platform 
provider settles with the founder on financial and managerial conditions. Besides the 
1. Application
2. Screening and
Selection
3. Contracting 4. Roadshow 5. Subscription 6. Holding 7. Exit
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settlement on the acquired amount of capital, which influences the percentage of ser-
vice fee, it is important for the founder to choose an appropriate form of submission. 
In our analysis we identified four main funding instruments with varying character-
istics. As shown in fig. 9, the platforms make use of typical and atypical silent part-
nerships, subordinated participating profit loans, participation rights and registered 
shares with restricted transferability to finance a business. Moreover, we found a plat-
form which cooperated with a bank. By doing so, it can offer investment possibilities 
above the legal investment border of 100.000 Euros without bearing the costs of own-
ing a banking license. For institutional investors, a new costumer segment is made 
accessible by the equity-based crowdfunding platform. On the other hand, due to the 
partnership the platform can offer a reliable and credible professionalized service that 
signals trustworthiness.   
All funding instruments except stock shares1 are issued with a revenue and loss share 
amounting individually to each campaign and deposit and controlling rights (which 
cannot be removed due to the German law), but without participation rights. This is 
advantageous for the entrepreneur because he must not fear that the investors are ei-
ther enforcing a new management against his will or taking over the whole company. 
On the contrary, this disadvantage lowers the attractiveness of shares and by this the 
price of non-voting shares (Zingales, 1994), which could make some investors abstain 
from the investment (Brennan and Franks, 1997; Mäschle, 2012). In order to attract 
the investors the emitter should use an underprizing strategy, which is not trivial for 
the investor to observe since the evaluation of the firm value is only rudimentarily 
done (cf. Mäschle, 2012). 
                                                          
1 Regarding the issuing of stock shares we found only one platform. Since for the submission and trading of stock shares a license by the 
German financial service authority “Bundesamt für Finanzdienstleistungsaufsicht” is required, the platform might easily obtain a com-
petitive advantage due to high entry barriers and a high credibility. Compared to other platforms, the ownership of the license signals the 
trustworthiness of the platform. 
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Figure 9 Forms of participation used in equity-based crowdfunding, own presentation 
 
While the German law restricts the funding amount by using silent partnerships to 
100.000 Euros, subordinated participating profit loans and participation rights are un-
restricted. Most of the platforms, who use this kind of financing instrument already, 
included the possibility to enlarge the financing limit above 100.000 Euros. Espe-
cially for high technology-based ventures, which often need a high financing budget, 
this could be an alternative method to obtain capital.  
Besides the settlement on financial conditions, the usage of additional marketing and 
legal services would also be arranged in this phase, such as the creation of a public 
relations-concept including a pitching video and photo-shootings, the maintenance of 
investors relations, the procurement of management experts or lawyers, substantial 
support in preparing a prospectus as well as the provision of co-working spaces. Be-
sides that mentoring services can also be offered. The extent of additional services 
differs between crowdinvestment providers and often must be paid in addition, which 
is why users should carefully examine the platforms in order to avoid unnecessary 
costs. Besides that, all equity-based crowdfunding providers have in common that 
they support the issuer with the shareholder-management by providing standartisized 
Forms of financial 
participation in 
crowdinvestment
Equity, constructed as 
registered shares with 
restricted transferability 
Mezzanine capital
Typical and atypical silent 
partnerships
Participating rights
Subordinated participating-profit-
loans
No shares, but 
incentives *
material incentives
Immaterial incentives
* Used in crowdfunding and 
crowdinvesting platforms 
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contracts. The contracts, which we found are individual for each platform, leave little 
space for individual agreements. Mostly, they are written out in full regarding partic-
ipation-, information- and controlling rights as well as administrational issues and 
termination agreements (cf. also Klöhn & Hornuf, 2012).   
 
4.3 Roadshow Phase 
Here the platform provider announces the new investment opportunity and the poten-
tial investors are given time to evaluate the new venture and the business model itself. 
Therefore the platform provides the crowd with the business plan of the venture, busi-
ness descriptions, image videos and other additional material. Every investor is re-
sponsible for the evaluation of the investment. Platforms do not provide any invest-
ment advisory service and are no investment brokers in terms of customer-related 
order fulfillment (Klöhn & Hornuf, 2012), but give investors sometimes the chance 
to interact with each other and the issuers.  
In this context the risk of copying the business idea is given by the fact, that with 
equity-based crowdfunding, confidential business information are transfered to an 
unknown group of people. Especially for knowledge based business models, the risk 
of reproduction by competitors could appear as a thread to young founders, which 
can violate their first-mover advantage. Surprisingly, the expert interview with 
Neuronation, a founder team, which used equity-based crowdfunding, leaves an 
ambivalent opinion: on the one hand the problem could be solved by reducing the 
detailedness of the provided information, while issuers risk the possibility of law suits 
in the case of loss. On the other hand some founders do not take this as a problem. 
They went public with their offering, when their core product or service would be 
ready for the market and by this the business model would be already developed 
(Neuronation, 2012). Hereby the founders could even use the first-mover advantage 
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provided by the timespan between starting their business activity and the appearance 
of first competitors.  
The fact that every investor must analyze the business plan by itself leads to a dis-
crimination problem of the investor: In a setting with informed and uninformed in-
vestors, the informed investors can discriminate the uninformed ones by buying the 
underprized shares, while leaving the overprized shares to the uninformed investors 
(Mäschle, 2012). On the other hand, the uninformed investors can overcome the dis-
crimination if they would have the chance to follow the herding behavior. Mäschle 
(2012) notes that investors are likely to use a free-rider strategy in order to avoid 
time-costing searching and evaluation activities, which would reduce individual costs 
of information production but raises the risk of irrational exuberance. That is why an 
equity-based crowdfunding platform should install a mechanism to either inform 
every investor properly, or to make sure that every investor who is interested in the 
venture can do so. Until now, no analyzed platform has installed such a mechanism 
in their funding system although the time span with which the shares are sold out 
depends on the platform and the investment offer.2  
Considering the possibility of small investment amounts it is doubtful that investors 
take enough time to evaluate the business idea. Also the range of possible types of 
investors is greater by using smaller minimum investment amounts, so that the 
knowledge and expertise of the investors regarding the ability to evaluate the invest-
ment decision can be questioned. Besides that Klöhn & Hornuf (2012) found in their 
study among five equity-based crowdfunding platforms, that the smaller the 
investment amount the higher the number of investors. This could also be verified in 
our study. That means that a smaller investment limit would also rise the transactional 
costs for shareholder management. Two of the examined platforms were supporting 
                                                          
2 In the case “easy card” some investors were complaining that they were not able to participate in the invest-
ment due to the fast submission (expert interview with Jens-Uwe Sauer, 2012). The investment limit of a 
hundred thousand Euros was reached after 87 minutes (Seedmatch, 2012). This questions if the investors are 
really evaluating the business or just following the herd.   
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small investment amounts and also carried the shareholder management. Those plat-
forms directly buy the shares from the issuer under the suspensive condition that the 
re-funding reaches the funding limit at minimum, and refund this transaction at the 
same time by offering the shares to private investors. The advantage is the reduced 
transactional costs for issuers, who do not have to deal with a crowd but only with 
the crowdfunding platform.   
For higher investments per share, a self-selection mechanism regarding socio-eco-
nomic characteristics of the investor could occur. However, whether an investor is 
able to assess the risks and benefits from the business model, especially because eve-
rybody can be a potential investor despite one’s ability or knowledge, could not be 
finally examined in our study. 
Hence, most platforms therefore use the first-come-first-serve model in combination 
with the threshold-pledge system for their funding process. The threshold-pledge sys-
tem is using a minimum funding border (Hemer et al., 2011), that must be reached 
within a period. The period is normally 60 days; most platforms provide the possibil-
ity of an extension for additional 60 days. In this time the issuer has the possibility to 
activate lead users and start the social contagion process. If the funding border is not 
reached within the agreed period, the project fails and the money is transferred back 
to the investors. Especially the days before the deadline are very critical if the venture 
just reaches the limit. The Germany consumer protection allows the cancellation of 
contracts agreed on the internet within two weeks beginning with the day the contract 
was concluded (§321d (1) BGB, § 355 BGB). To support this critical phase, platforms 
sometimes agree to allow a cancellation rate of, for instance ten percent. That means 
that ten percent of the investors can cancel their contract without declaring the project 
as failed.  
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4.4 Subscription Phase 
If an investor is positive about supporting the business, he is free to subscribe shares 
in a determined time span, the subscription phase. The minimum investment limit per 
share varies between websites and depending from the type of financing instrument. 
It differs between five and 1.000 Euro at minimum for the platform using the auc-
tioning system. This starts with 1.000 Euros in the first round and might be raised 
during the following auction rounds. 
It can be distinguished between two main investment methods: the simple subscrip-
tion method and a pre-auction method. In the pre-auction method the value of the 
shares is determined by the demand of investors. The advantage is a realistic market 
estimation of the company value. On the contrary irrational exuberance might be a 
result through rising share-prices. The simple subscription method works after the 
first come-first serve principle. In this case the investment contract is made directly 
between the company and the founder, while the platform provides the infrastructure 
and support. In the other case the investor contracts with the platform in the first step, 
who itself participated in the start-up and refinanced the participation through a fol-
lowing submission of shares in a second step. The advantage is a reduction of com-
plexity for the start-up, which has only one investor and not many small ones.  
Our research also identified different legal settings regarding the submission of 
shares: a trust model (direct submission of shares with platform as issuer), a peer-to-
peer model with a direct submission with platform as intermediary or a stock-model 
as funding systems. In the trust model, which has been identified two times, the in-
vestor is, like in a trust- investment, not directly investing in a company but contract-
ing with the platform. The generally used financing instruments on equity-based 
crowdfunding platforms are either silent partnerships or participating loans. In the 
peer-to-peer model, which has been recorded in the majority of cases, one can sub-
scribe any desired amount of shares with a constant value directly from the venture 
until the budget target is reached. Here the first come-first serve principle is applied. 
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The value of the shares is either set by the issuer or it is calculated by an auction 
mechanism (identified one time during the analysis). On the contrary the stock-model 
is used by one equity-based crowdfunding platform. Here it offers stock shares as a 
way to finance a business, but is also providing the possibility to trade them using the 
company-own trading system. 
By clicking on a virtual button the investor accepts the investment offer. For the con-
clusion of the contract we experienced two main systems: the “offer acceptance” or 
“invitation to treat”. With the “offer-acceptance”-model, the offer made by the issuer 
is directly confirmed by clicking on the button on the website. Mostly an automatic 
payment procedure follows for the investor, supported by a trustee bank. Hereby we 
identified one bank, which seems to have specialized among others in equity-based 
crowdfunding transactions. In some cases the investor can pay via bank transfer or 
other transfer services. When the money has been transferred, the investor usually 
gets the signed contract via e-mail or post. The advantage is a fast handling of pay-
ments, while it would not be controllable who is investing.  
This is different to the “invitation to treat”-model, where the investor signals interest 
in investing in this offer by clicking on the button on the project-website. The emitter 
now can decide whether to accept the investor or not, which would be positively con-
firmed by the submission of the contract to the investor. The money has to be trans-
ferred afterwards individually by the investor. Hereby the advantage is that the issuer 
can control who is investing. On the contrary this system implies high transactional 
costs for the issuer. If the funding limit is reached, the capital seeker transfers the 
service fees to the equity-based crowdfunding platform. The process is sketched in 
following fig. 10. 
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4.5 Holding Phase 
During the holding period he is frequently provided with information by the issuer, 
for instance about the annual and quarterly business development or gets informed if 
something unplanned happens. After the ending of the holding period, the investor 
can decide whether to prolong or cancel the investment. Hereby the exit strategy de-
pends on the individual investor and remains unclear, because it is too early to con-
sider any empirical data.  
The holding period varies between platforms and projects. In general it would be very 
hard for start-ups to calculate on a short-term holding period for re-funding of sold 
shares. Therefore the most platforms offer a medium term holding periods (between 
five to ten years). Hereby the platforms using the trust-model and the stock-model 
have the advantage of providing a higher flexibility in terms of offering a variable 
holding period resulting from their special business model.  
The costs for issuers also vary widely between platforms and depend on the type of 
investment of the additional services. Generally it is an amount of five to ten percent 
of the funding in total. All platforms charge the fee only if the funding is successful. 
Attention should be paid to the detailed service arrangements: sometimes additional 
Payment of monetary incentives (Interest, Return) to the Investor 
Payment of fees 
Subscription of shares  Support in raising capital 
Figure 10 Equity-based crowdfunding process, own presentation 
Founder
Crowdinvestment 
Platform
Investors
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costs for the trustee service, managerial and lawing service as well as certifications, 
like a prospectus, occur. One platform has been identified that uses a rating service 
(“Crefo-Auskunft”) to signal the liquidity to investors on the project page which must 
be paid extra. In the case of another equity-based crowdfunding provider ventures 
have to prepare a prospectus if they would like to obtain more than a hundred thou-
sand Euros. This is necessary because legal issues but cause additional cost around 
twenty thousand Euros. Also most platforms want to install a project video or photos, 
which must also be paid individually.  
For shareholder the service is mostly free. One platform is charging an ordering fee 
with five Euros, which is due to the special stock –model. Another equity-based 
crowdfunding platform with a trust model charges for services ten percent of the 
owned shares which is charged related to the performance like preparing performance 
and tax reportings. In case there would be a negative performance no fee would be 
charged as well. 
 
4.6 Exit Phase 
For this phase we have almost no information regarding the processes and possibili-
ties, because there was no empirical data about the exit of an investment made by 
equity-based crowdfunding. This is due to the fact that the holding period of the first 
investments will only end in 2014. The exit of an equity-based crowdfunding is due 
with the expiration of the holding period if no automatic prolongation mechanism 
was agreed in the contract. Otherwise the investor or the company could cancel the 
contract after the expiration of the holding period. If the venture would have submit-
ted shares with different holding periods and is, by this, planning an incremental exit, 
the dilution of shares could be possible. The likelihood for it would be greater, the 
higher the difference between the costs for the new capital and the current equity-
based crowdfunding is. 
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For a sharp exit, it depends on the individual development of a financed company 
how it would be processed. From this point of view, there are two main ways of pur-
suing the exit: a) if the issuer has a weak financial basis or is even insolvent, it is 
likely that only a small part of the shares or less can be repaid, which means that the 
investment has failed, and b) if the venture is performing well or even better than 
before the equity-based crowdfunding, it is likely that the shares including the return 
would be repaid and the venture could do once more equity-based crowdfunding if 
the costs for it would be lower than for using another financing instrument, like ob-
taining venture capital, etc. 
Empirical data show that the market is still supplying equity-based crowdfunding 
capital, which allows capital seekers to open new financial rounds on it, even if the 
first equity-based crowdfunding round would be on-going (cf. Seedmatch 2012). 
Here also the investor faces the possibility of the dilution of shares. Thereby it de-
pends on the individual contract with the issuer and the platform if an anti-dilution 
agreement is arranged. During our analysis we found only a few contracts where this 
was the case (cf. Klooß, 2013).  
 
5. Implications for Entrepreneurship Research 
The entrepreneurship research is facing a new, very creative market development, 
which is investigated in a growing number of studies. Equity-based crowdfunding is 
only one example. At this juncture the advantages for founders and investors predom-
inates the usage, because a fast capital acquirement and capital investment for small 
amounts is provided, while the revenue for the investor remains uncertain, since no 
past experience can help to build expectations.  
In the presented paper we investigated the current equity-based crowdfunding web-
sites by analyzing 16 active crowdinvesting platforms. Through this, we contributed 
to recent research by providing a general overview over the functioning of equity-
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based crowdfunding. However, the total number of 16 active platforms (and the seven 
additional platforms that have not started yet) compared to the number of projects 
executed on each one leave the impression that the market is already saturated and is 
now slowly downsizing. Nevertheless many new equity-based crowdfunding plat-
forms are starting the business activity, while investors are demanding more new in-
vestment opportunities. This reflects the need of the founders for new ways to obtain 
small amounts of money but also the need for investors to invest in times of low credit 
rates and high economic uncertainty. It is characteristically of a systemic weakness 
of the German market; the missing financial support especially for small and medium 
sized startups. In conclusion equity-based crowdfunding cannot be the universal rem-
edy for closing the equity gap, but a good alternative for financing small businesses.  
On the contrary the market is still young but still developing in terms of the business 
models of the platforms and fast growing in terms of the number of financed projects. 
How the subscribed shares will develop- which must be held at least three years, if 
they are losing or winning value- will be shown by the end of 2014, when the first 
shares are liquidated. Therefore further research should concentrate on the aspects 
that will come up with the first investments that have reached their due date: Are the 
ventures able to pay back the investment? What happens if the company becomes 
insolvent in the meantime? How could replacements or connected investment be de-
signed? Hereby the research should pay more attention to the investor-behavior re-
garding the attraction of them to the platform and new investments. We must learn 
more about the investor in order to find a good way to support founders and investors 
in saving their interests. Moreover, studies should focused more on the legal and eco-
nomic framework. It is still unclear how the legal framework could support the in-
vestor and founders and build more certainty for equity-based crowdfunding. It is 
also questionable if crowdinvesting is able to fulfill the high expectations, if the mar-
ket got a legal framework like in the U.S.? Which implication has a higher investment 
limit, like we face it in the U.S., to start-ups, investors the general economic devel-
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opment and other financing methods, like venture capital? Last but not least, the re-
search could pay more attention to the development of equity-based crowdfunding in 
Europe to provide ways to foster the entrepreneurial development of our neighbors. 
How could the overall economic impact of crowdinvesting especially for countries 
with less developed financial markets be estimated? Later research therefore should 
question again the utility of the instrument, the promotion of innovation as well as 
the sustainability of equity-based crowdfunding.  
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What motivates crowdinvestors? An empirical analysis of investors’ motiva-
tion and decision making in equity-based crowdfunding campaigns 
 
Crowdfunding is one of the main research topics in entrepreneurial finance in recent years, 
as it follows an emerging phenomenon in entrepreneurial practice. However, the focus is 
largely on non-equity projects and platforms, like reward based crowdfunding. Before this 
background, this study is focused on equity-based crowdfunding, also called crowdinvest-
ing. Based on a sample of 349 participants, we shed light on characteristics of the crowd, 
especially on their motivation and the signals leading to participation in crowdfunding cam-
paigns. Findings suggest that crowdinvestors come from a well situated middle class and are 
motivated by extrinsic factors, mainly profit aspects - but also intrinsic ones like patronage 
motives. Moreover, our results indicate that investors rely on hard facts and indicators of 
team quality, rather than on emotional cues or gut feeling. We therefore conclude that inves-
tors are able to evaluate projects in a professional manner. Moreover findings indicate that 
investors are similar to business angels. From the result we derive a first investment process 
model from the perspective of an investor. Taking this into account we provide recommen-
dations how project initiators should address crowdinvestors effectively. In summary, 
crowdinvesting should be considered as a serious financing option in the venture financing 
canon.  
Keywords: Crowdfunding, Crowdinvesting, Equity-based, Entrepreneurial finance, Equity 
investment 
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1 Introduction 
In the past years, equity-based crowdfunding emerged as a promising instrument to 
overcome the early stage funding gap of entrepreneurial ventures (Harrison, 2013; 
Ley & Weaven, 2011). Crowdfunding provides a good starting point to raise capital 
when ventures are not developed enough to obtain venture capital (Harrison, 2013; 
Tomczak & Brem, 2013). We define equity-based crowdfunding as “a financing 
method for young ventures and other commercial projects that supports the acquisi-
tion of equity by coordinating the submission of different forms of shares to an unde-
fined group of possible investors through social virtual communities” (Hagedorn & 
Pinkwart, 2016, p. 72). In Germany, equity-based crowdfunding is also known as 
“crowdinvesting” in order to distinguish a crowdfunding with a social purpose from 
one with a commercial purpose (Brem & Wassong, 2014; Hagedorn & Pinkwart, 
2013). In the following article we follow this differentiation and abbreviate crowdin-
vesting with “CI”. 
The financing process of CI starts when the call to financially support a project or 
venture is published through a project presentation on a previous chosen crowdfund-
ing website (Hagedorn & Pinkwart, 2016; Mollick, 2014; Russ, 2007; Schwienbacher 
& Larralde, 2012; Tomczak & Brem, 2013, 2013). The presentation and funding re-
quest is principally not addressed to anybody exclusively but to an internet-affine 
user group, the so called “crowd” (Hagedorn & Pinkwart, 2013; Hemer, Schneider, 
Dornbusch, & Frey, 2011). So anybody who uses the internet and has free capital is 
a potential investor, while the number of investors and their solvency depend on pro-
ject-individual properties, such as the overall investment level, the funding limit and 
amount of issued shares (c.f. Belleflamme, Lambert, & Schwienbacher, 2014; 
Schwienbacher & Larralde, 2012; Thürridl & Kamleitner, 2016). Depending on the 
value of a share, a project will have more investors with stronger financial resources 
in terms of individual liquidity if the price of a share is higher. Thus, the minimum 
price of a share is often determined in the contractual framework preset by the crowd-
funding platform, which leads to a self-selection process of the crowd, leading to 
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different characteristics of its individuals because access criteria differ (Hagedorn 
& Pinkwart, 2013). Hence, the project initiator can influence the financial perfor-
mance of the crowd and individual characteristics of its members by choosing frame-
work conditions of the call and project presentation, and consequently by choosing 
the optimal CI platform which fits best to the start-up aim (Thürridl & Kamleitner, 
2016). And here is exactly the problem: how to motivate the crowd to support the 
project if one does not know who they are? Hence, project initiators need to know the 
members in the crowd better in order to estimate the individual behavior i.e. the socio-
demographic properties, the individual decision making, his/her motives and incen-
tives.  
In this paper we investigate the characteristics of the crowd participating in CI. Our 
main focus lies on the investors’ motivation to participate. We analyze which factors 
influence the motivation to support a venture through CI. Also, we investigate which 
sources of information crowdinvestors use and which signals influence their invest-
ment decision. For that reason we did a quantitative study with 349 respondents who 
are users of a CI platform in Germany. We conclude that investors come from a fi-
nancially well situated middle class and are capable of professionally analyzing the 
project information. Moreover, findings suggest that crowdinvestors are motivated 
by extrinsic factors, mainly a profit making motive. Motivation triggered by other 
intrinsic factors apart from the patronage motive could not be confirmed. The as-
sumption that the investors are capable to professionally analyze project information 
was confirmed. In other words investors rely on hard facts and indicators of team 
quality rather than emotional cues or gut feeling. From the findings we derive an 
investment model from the perspective of a crowdinvestor.  
The article is structured as follows: After a literature review we present our hypothe-
ses and subsequently the survey design, followed by the presentation of the survey 
and data analysis. After a discussion of the main results the article closes with a con-
clusion and limitations. 
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2 Theoretical Background on Motivation-Theory and Investors’ Behaviour 
2.1 Crowdinvesting specific properties 
To start with, the goals of entrepreneurs and supporters differ between donation-
based, reward-based and equity-based crowdfunding (Mollick, 2014). Those differ-
ences are reflected in the used financial instruments and contractual designs. For in-
stance, contracts in CI are comparable to those in venture capital financing - due to 
the assembly of high risk capital (Agrawal, Catalini, & Goldfarb, 2011; Ley 
& Weaven, 2011). They cause different signals and incentives and ultimately moti-
vations why people participate in crowdfunding (Bretschneider, Knaub, & Wieck, 
2014; Lambert & Schwienbacher, 2010). As a result, different types of supporters are 
attracted to the different crowdfunding types (Lambert & Schwienbacher, 2010). This 
means for academic research that findings are not always generalizable and must be 
distinguished. As a consequence, individual socio-demographic characteristics, mo-
tivation and incentives of members of a crowd that use CI differ from individuals 
who use reward-based or donation-based crowdfunding (Ordanini, Miceli, Pizzetti, 
& Parasuraman, 2011).  
Although substantial research has been done in the field of crowdfunding, only a few 
authors focus solely on the characteristics of the crowd and investors’ motivation in 
CI (c.f. Angerer, Brem, Kraus, & Peter, 2017a; Brem et al., 2014; Brem & Wassong, 
2014; Carstens & Schramm, 2014; Hagedorn & Pinkwart, 2016; Hervé, F., Manthé, 
E., Sannajust, A., Schwienbacher, A., 2016, 2016; Klöhn & Hornuf, 2012; Mollick 
& Robb, 2016; Moritz, Block, & Lutz, 2015; Nasrabadi, Arash, Gholamzadeh, 2016; 
Schwienbacher & Larralde, 2012; Tomczak & Brem, 2013). The reason is that the 
financing instrument is not available worldwide since the regulatory framework var-
ies depending on the country (Harrison, 2013; Lehner, Grabmann, & Ennsgraber, 
2015).  
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With the present article we want to examine to investor-specific context, characteris-
tics and motivation of CI. Therefore we proceed in the following with a brief over-
view over relevant research. Hereby we focus on signaling theory and motivational 
theory. We start with an overview over the research on CI-related signals because 
they provide information that helps the crowd to evaluate the success of crowdfund-
ing projects. 
 
2.2 Signals in crowdinvesting 
The individual interpretation of signals is the cause of motivation and thus triggers 
investment decisions. Therefore, it is important to discuss the question which signals 
the members of a crowd consider for their investment decision. For instance, Mollick 
(2014) found that signals about the project quality as well as signals emitted from 
geographical settings influence its success because they are more likely to generate 
higher returns. However, not only the transmitted information through signals itself 
are important, but also the way of its distribution. According to Kraus, Richter, Brem, 
Cheng, and Chang (2016) communication of crowdfunding projects by means like 
videos, pictures, blogs and other online elements are key success factors but must be 
applied under consideration of the heterogeneity of the crowd. Furthermore, the au-
thors recommend considering three information-related factors as highly important 
when addressing the crowd: information about the project owner, networking and a 
call for support (Kraus, Richter, Brem, Cheng, and Chang, 2016).  
In CI, we face high information asymmetries and the costs of monitoring the venture 
performance are sensitive to distance, though very important for early-stage investors 
(Agrawal et al., 2011). An important question is whether small investors are able to 
evaluate formal signals proposed by the initiators, in particular the business docu-
ments, and if they can conclude the right decisions from it (Ahlers et al., 2015; 
Frydrych et al., 2014; Mollick & Robb, 2016). The question is subject of a controver-
sial debate in academia. On the one hand, Ahlers et al. (2015) and Frydrych et al. 
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(2014) found out that investors have no experience in evaluating projects and con-
clude that small investors are not able to determine company value. Furthermore, 
Ahlers et al. (2015) show that crowdinvestors rather rely on informal signals, such as 
retaining equity and informing about potential risks as well as internal governance, 
because the costs for evaluating ideas are relatively high compared to the amount 
invested. On the contrary, Mollick and Robb (2016) found that a crowd uses the same 
signals of quality like VC investors to estimate the viability of a new venture. A pos-
sible explanation for the different results of the studies might be that data came from 
CI platforms which are active in different countries, and consequently results show 
different investment frameworks and eventually different investor types. We are com-
ing back to this question in section 3.3.  
Apart from the question if crowdinvestors are capable of a professional evaluation, 
Lehner and Nicholls (2014) found that building a sufficient legitimacy provides a 
strong investment signal which the crowd seems to rely on more than on business 
plans or collaterals. Therefore, the crowd is more interested in evaluating ideas and 
core values of the investment (ibid). We come back to the question if endorsements 
and reputation plays a significant role in CI in section 3.2.  
 
2.3 Extrinsic and intrinsic motivation in crowdfunding 
Generally, motivation is a psychological process that leads to a persons’ activation 
(Ryan & Deci, 2000a, 2000b). According to Ryan and Deci (Ryan & Deci; 2000b; 
2000a) the reasons that trigger an action are individual motives, which are caused by 
basic psychological needs for autonomy, competence and relatedness. For research 
on crowdfunding, knowing investor-specific motivation is of special interest because 
the knowledge helps project initiators to optimize rewarding strategies and infor-
mation disclosure (Thürridl & Kamleitner, 2016). 
138 
The most common distinction of types of motivation in crowdfunding is between 
intrinsic and extrinsic motivation (Bretschneider et al., 2014; Lambert & Schwien-
bacher, 2010; Ryan & Deci, 2000a). Intrinsic motivation refers to doing activities for 
its inherent satisfaction and occurs with the expectation of having fun or pleasure 
(Ryan & Deci, 2000a, 2000b; Schwienbacher & Larralde, 2012). Curiosity is also a 
strong motive that leads to intrinsic motivation, especially in the context of crowd-
funding (Ordanini et al., 2011, Ryan & Deci, 2000b). The authors identified intrinsic 
motivation to be triggered by the satisfaction to engage in innovative behavior, for 
instance by trying out novel ways of web-technologies the crowdfunding platform 
operates on (Brem & Wassong, 2014; Ordanini et al., 2011).  
On the contrary, according to Ryan and Deci (2000a) extrinsic motivated behavior 
relates to the implications that result from an activity and can therefore be externally 
controlled. The authors discovered that different types of causes for extrinsic motiva-
tion result from either external (i.e rewards or punishment), somewhat external (i.e 
ego-involvement), somewhat internal (i.e. personal identification) or internal (i.e con-
gruence with personal needs) sources (Ryan & Deci, 2000a, 2000b). In conclusion, 
investors participate because they consciously or unconsciously expect to gain either 
a material or immaterial reward, for instance in the first case a monetary compensa-
tion or in the latter case recognition by others (Bretschneider et al., 2014; Ryan 
& Deci, 2000a). Especially material rewards play an important role in CI, given the 
economic exploitation possibilities which lead to the generation of an economic pay-
off (Gerber & Hui, 2013; Ordanini et al., 2011). In the case of immaterial rewards, 
the resulting motivation is based on social and psychological processes like the per-
sonal identification with the crowd or project or congruence with personal needs 
(Ryan & Deci, 2000a, 2000b). It is of intrapersonal nature, because immaterial re-
wards trigger positive emotions like relatedness or the regulation of self-esteem 
(ibid). In donation and reward-based crowdfunding the motivation which is resulting 
from immaterial rewards are of special interest, as indicated by several authors (c.f. 
Bretschneider et al., 2014; Lambert & Schwienbacher, 2010; Lehner, 2013; Thürridl 
 139 
 
& Kamleitner, 2016). It might be also relevant for participating in CI (Bretschneider 
et al., 2014). Furthermore, crowdfunders usually identify themselves with the projects 
and want to contribute to a greater good (Ordanini et al., 2011; Thürridl & Kamleit-
ner, 2016). 
 
3 Hypotheses Development 
3.1 Motivation 
In this section we want to build hypotheses regarding the motives which trigger a 
reaction to CI offers. Concluding from our literature review, individual motivation to 
invest in a crowdfunding project reflects intrinsic or extrinsic motives (Lehner, 2013; 
Ordanini et al., 2011). However, this distinction appears to be problematic for our 
research, because intrinsic and extrinsic motivations reflect various personal psycho-
logical processes that are not easy to isolate through a questionnaire. Thus, we build 
our hypothesis on the backdrop of earlier research rather than on a strict distinction 
between the two motivational categories. Therefore, we develop a model consisting 
of motives based on existing literature in order to ensure theoretical justification. Our 
aim is to test whether the model is able to predict investment activities. We briefly 
explain the motives in the following. 
In our view, crowdinvestors have two possible benefits when participating in a pro-
ject: a) to make profit and b) to use the product/service themselves. The dominant 
motive to participate in CI is to make profit (Brem & Wassong, 2014; Bretschneider 
et al., 2014). Lambert and Schwienbacher (2010) argue that only the type of investor 
is attracted which is more likely to react to extrinsic motivation. Furthermore, Brem 
and Wassong (2014) found partial evidence that investors are motivated to consume 
the product or service themselves or at reduced costs, just like the pre-selling mech-
anism in reward-based crowdfunding (Gerber & Hui, 2013; Ordanini et al., 2011). 
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However, even assuming different risk preferences of the investors, there is an im-
balance when comparing the high default risk of the share with an investors’ benefit 
of participating in CI, so that a rational investor might not invest in the project 
(Frydrych et al., 2014). Hence, if we assume that investors act rational, other motiva-
tions apart from the mentioned ones must play a crucial part in the investment deci-
sion (Davis, Hmieleski, Webb, & Coombs, 2017; Frydrych et al., 2014). Indeed, find-
ings by Brem and Wassong (2014), Frydrych et al. (2014), Gerber and Hui (2013) 
and Lehner (2013) confirm that participation can also be triggered by social pro-
cesses. Mollick (2014) even shows that social and psychological processes influence 
CI more than in venture capital financing. According to Frydrych et al. (2014) those 
processes might be equally important than financial benefits. Thus, motives like the 
wish to support the founder known as the patronage motive (Brem & Wassong, 2014; 
Gerber & Hui, 2013; Lehner, 2013) or supporting a cause (Gerber & Hui, 2013) 
might enhance the propensity to participate. Another motive is personal identification 
with the product or service (Ryan and Deci 2000a, 2000b), which means that a 
crowdinvestor want to support the project because s(he) likes the results (Brem and 
Wassong 2014; Bretschneider, Knaub, and Wieck 2014; Thürridl and Kamleitner 
2016). Furthermore, several authors found that supporters participate to help venture 
in the region because they want to support the local economy (c.f. Agrawal et al., 
2011; Mollick, 2014; Zheng et al., 2014). Research found evidence that the social 
context plays an important role (Cumming & Johan, 2013; Frydrych et al., 2014; 
Zheng et al., 2014, 2014). We adjust that aspect by adding networking as a motive to 
our model (presented in figure 11). 
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Figure 11 Model of motives that form the motivation to invest 
 
H1: Different motives based on our model significantly predict the investment activ-
ity. 
The above mentioned motives illustrate that often social contexts builds the under-
pinnings of motivational processes, which are characterized by interaction with oth-
ers (Reichwald & Piller, 2005). From crowdfunding research we know, that the par-
ticipation in campaigns creates a pulling effect in the social media, which attracts 
attention among other potential supporters (Belleflamme et al., 2014; Lehner, 2013; 
Ordanini et al., 2011; Russ, 2007). In other words, the public visibility of actions of 
individuals triggers group-dynamic processes which entails actions of others (An-
gerer et al., 2017a; Ordanini et al., 2011; Zhang & Liu, 2012). According to Zheng et 
al. (2014) the effect functions on the basis of three factors: social network ties, obli-
gations to fund based on the psychological effects of “reciprocity” and shared mean-
ing. Indeed a strong personal network of the project initiator raises the probability of 
funding success social (Brem & Wassong, 2014; Colombo et al., 2015; Mollick, 
2014; Zheng et al., 2014).  
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In general, the underlying potential resources that accrue from personal relationships 
is called ‘social capital’ (Anderson et al., 2007; Burt, 1995; Nahapiet & Ghoshal, 
1998). In the case of CI social capital can be transformed into financial capital if the 
entrepreneur is able to activate the crowd and convince it of the business idea (Bour-
dieu, 1986; Colombo et al., 2015). 
In crowdfunding research Colombo et al. (2015) distinguish between internal and 
external social capital. While external social capital denominates potential resources 
that can be accrued from outside a crowdfunding platform, for instance by family 
members, internal social capital refers to potential resources that can be exploited 
within a platform, for instance by other project initiators or supporters. Moreover, the 
authors show that community members are more likely to support a project than close 
family members. This is surprising because the latter group is expected to be the first 
investors since they have an emotional link to the project initiator (Nasrabadi, Arash, 
Gholamzadeh, 2016). A reason might be that social capital in the form of offline re-
lationships might not easily be virtualized (Frydrych et al., 2014). Since the study by 
Colombo et al. (2015) has been executed using the crowdfunding platform Kick-
starter, we want to test if the result also holds for CI. Therefore we state:  
H2: There is a significant prediction of the number of investments by external social 
capital. 
 
3.2 Signals in crowdinvesting 
In this section we develop hypotheses regarding the different types of signals that are 
likely to trigger a positive investment reaction of the crowd. Due to the liability of 
newness of start-ups, information about project quality is unavailable and thus inves-
tors need to rely on other information to evaluate the quality of the investment offer 
(Ahlers et al., 2015; Davis et al., 2017). For instance, Li and Martin (2016) found out 
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that reputation affects capital formation. The authors quantified that with media at-
tention a project is 50% more likely to get funded. 
Signals of quality can come from inside the venture, especially the start-up team with 
its backgrounds and past successes, as well as outside parties such as other investors, 
journalists or prominent experts in the field (Mollick & Robb, 2016). By building 
legitimacy the liability of newness can be reduced (Frydrych et al., 2014). In order to 
do so, some project initiators collect for instance capital before the campaign starts in 
order to signal legitimacy of the project idea (Angerer et al., 2017a). Also social me-
dia communication plays an important role for the investment decision (Lehner, 
2013). Here legitimization can be created through reward structures, such as invest-
ment terms in CI as well as narrative elements that provide a good product story 
(Lounsbury & Glynn, 2001), for instance the business plan, textual presentation on 
the CI platform, video pitches (Angerer et al., 2017a; Frydrych et al., 2014). How-
ever, video pitches seem to have a less significant impact but rather function as a 
minimum measure to present the project. According to Frydrych et al. (2014) they 
have no significant effect on funding success and the authors reason that they became 
a branch-standard. We therefore propose: 
H3: There is a significant prediction of the number of investments by submitting nar-
rative elements. 
Another way to indicate legitimacy is through community behavior (Angerer et al., 
2017a; Frydrych et al., 2014). Through endorsements by investors or third parties the 
reputation and legitimacy building can be enhanced. Thus, it might play a more sig-
nificant role than passive involvement through narrative elements (Frydrych et al., 
2014). Consequently, Frydrych et al. (2014) suggest to communicate static infor-
mation and to directly involve investors through interactive elements, such as visual 
updates and textual communication. According to the authors it is even possible for 
platforms to reinforce herding behavior and community building by actively provid-
ing popularity data or shortlisting projects. A basic principle is that the higher the 
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funding target, the higher is the effort to legitimate the funding (Mollick, 2014). 
Therefore we want to transfer the idea of legitimization building by endorsements to 
CI research. Thus, our hypothesis is: 
H4: There is a significant prediction of the number of investments by endorsements 
of third parties. 
 
3.3. Professionality of crowdinvestors 
While we discussed in the previous section hypotheses for the type of signals that 
influence investment behavior, we now want to change the perspective and focus on 
the way crowdinvestors use those signals. As shown in section 2.2 the literature pro-
vides contradictory results regarding the professionality of the crowd. Considering 
the general terms of CI offers, it is obvious that the crowd consists of small investors 
which invest only small amounts of money and receive a small share of the venture 
in return (Ahlers et al. 2015; Frydrych et al. 2014). Since small shares generate little 
or no return, it is unlikely that this type of investment is attractive for professional 
investors like venture capitalists. Thus, it is very likely that signals to small investors 
differ from those which entrepreneurs send to angel investors or venture capitalists 
since the capabilities of crowdinvestors to evaluate the project differ from profes-
sional investors (Ahlers et al., 2015). On the contrary, other authors compare 
crowdinvestors with business angels (Kitchens & Torrence, 2012) and observe a mi-
gration of business angels to “angel network-supported crowdfunding platforms” 
(Tomczak & Brem, 2013), which means that the crowd has a huge potential expert 
knowledge of the branch that impacts the investment decision. According to Mollick 
and Robb (2016) the team, the background and past successes of its members, posi-
tive external evaluations of the start-up as well as the degree of preparedness to ex-
ploit opportunities are taken into account for evaluation. Moreover, crowd supporters 
distinguish between different quality measures of projects and even do thorough due 
diligences (ibid).  
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In conclusion, it is unclear if the crowd has the financial sophistication to evaluate 
projects professionally (Ahlers et al., 2015; Davis et al., 2017; Frydrych et al., 2014, 
2014; Mollick & Robb, 2016). With professionality we mean the degree of objectiv-
ity and comprehensiveness one applies for the analysis of CI projects. For instance, 
performing a due diligence is a highly professional behavior. Thus, we assume that 
the more professional a crowdinvestor acts, the more s(he) relies on hard facts that 
are likely to indicate economic viability rather than gut feeling. Those hard facts can 
be obtained by reading the business plan and idea summary, the information from the 
company website and the start-up blog (Frydrych et al., 2014). Also, like professional 
investors, a crowdinvestor might rely on information about the team quality, since a 
poor team performance is one of the pitfalls when founding a venture (Mollick 
& Robb, 2016). Thus, team quality can be indicated by a proof of concept by the team 
or if the crowdinvestor already has experience from earlier investments. Additionally, 
investors seem to rely on the decision of the community and group dynamics 
(Frydrych et al. 2014). Thus, we build the following hypothesis: 
H5: There is a significant prediction of the number of investments by the profession-
ality of crowdinvestors. 
 
4 Methodology 
4.1 Sample 
In the following study, we examine the crowd more closely with the aim to sketch 
the characteristics of the otherwise very anonymous group. Therefore we focus on 
the socio-economic characteristics, individual decision-making process and incentive 
scheme.  
The data used for this study was collected in cooperation with the CI platform Seed-
match. Founded in 2011, Seedmatch is one of the oldest platforms in Germany. That 
is why the questionnaire language was German. We chose this platform because we 
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aimed for a large sample. Up to today, the company has more than 48,000 registered 
users, financed a total volume of more than 28 m Euro in 94 projects (Seedmatch, 
2017). 
However, it is noteworthy that the platform mediated projects with a minimum share 
value of 250 Euro. This fact has important implications on the characteristics of our 
statistical population since a self-selection process of less solvent investors is likely. 
In other words: not every internet user is a potential investor, apart from contractual 
capability also the private income or free capital of the investor matters. Therefore 
we expect investors to have a certain monthly income which correlates with a higher 
level of education, or at least, expert position. Also, during the time, when the study 
had been conducted the platform used silent partnerships as investment instrument, 
whereas they now use subordinated participating profit loans (Hagedorn & Pinkwart, 
2013). 
The study was published through a newsletter - with at this time had 9.547 registered 
recipients - and a social media platform. Data collection took place in May 2013. 
After cleansing the data from missing variables, we were able to identify a final sam-
ple with n=349 respondents. 
 
4.2. Dependent Variables 
In our data, we use the number of current investments as a dependent variable. It 
provides information about the frequency respondents have already invested in CI 
projects. We asked the respondents: Have you already invested in a start-up by using 
a CI platform? Please state the number of investments. Thus, this variable is a count 
variable which is not normally distributed. This is especially relevant for our regres-
sion analysis, as we need to use a bootstrapped approach (Field, 2011, p. 169). 
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4.3 Independent Variables 
In the following section, we explain the independent variables in table 8. 
Variable Name Content  
Profit “I invest because I want to make profit.” 
Self-consump-
tion 
“I invest because I want to use the product/service on my own even if another investment 
would promise a higher profit.” 
Networking “I invest because I want to expand my own network.” 
Identification 
with product 
“I invest because I like the product or service.” 
Support ventures 
in the region 
“I invest because it is important to me to support founders from my region.” 
Patronage  “I invest because I want to support founders to realize their idea.” 
Support a cause “I invest because I know the problem and want a marketable solution.” 
Team   “I invest because…” 
Team_convincing: “… the qualifications of the team convinced me.”  
Team_proof_of_concept: “… the team showed that the business model works.” 
Team_earlier_investment: “… I have invested earlier in this team.” 
We construct this set of variables as dichotomous, with 0 as “No” and 1 as “Yes”. 
Relationship Type of relationship with the startup, the respondent invested in 
a) Var_Relationship_Startup1  
b) Var_Relationship_Startup2 
c) Var_Relationship_Startup3 
We construct this set of variables as dichotomous, with 0 as “No” and 1 as “Yes”. 
Media Reputa-
tion 
When I invest, I inform myself about the development of the start-up or potential investment 
project by using online start-up media. 
Third Parties When I make an investment decision, I ask third parties to get additional information about the 
project. 
Video Pitch 
Before I make an investment decision, I watch the video pitch. We construct this set of variables 
as dichotomous, with 0 as “No” and 1 as “Yes”. 
Business Plan 
Before I make an investment decision, I read the business plan. We construct this set of variables 
as dichotomous, with 0 as “No” and 1 as “Yes”. 
Homepage 
Before I make an investment decision, I read the information on the crowdinvesting homepage. 
We construct this set of variables as dichotomous, with 0 as “No” and 1 as “Yes”. 
Expert_Branch How good was your knowledge about the branch when you invested in start -up 1,2,3? 
We construct this set of variables as dichotomous, with 0 as “No” and 1 as “Yes”. 
InvestBeh (“It is important to me…”) 
a) Var_follower (“… that others already invested in the project.”) 
b) Var_amount (“…that others already invested high amounts.”) 
c) Var_influence (“I take the online activities of others as a positive signal which influences my 
investment decision.”) 
d) Var_time (“I put less time into the analysis of the concept if others have quickly invested in 
the project.”)  
e) Var_chances (“I already invested in a project without analyzing the concept when just a few 
shares have been left”) 
f) Var_threshold (“When the threshold was reached I invested without analyzing the concept 
because others have analyzed it already”) 
We construct this set of variables as dichotomous, with 0 as “No” and 1 as “Yes”. 
Table 8 Overview over used variables 
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5 Data Analysis 
Our main interest in the data lies in the exploration of motivational aspects. We ini-
tially developed a general understanding of the data by conducting an exploratory 
analysis. Descriptive statistics were calculated and are discussed in the following sec-
tion (presented in table 9). 
 
5.1 Sample Description 
Based on our data (table 10), the typical crowdinvestor is male (88.4%), between 26 
and 30 years old (24.4%). The investors in our sample were concentrated in Bavaria 
(17%) and have studied economics (56.7%) at a university (45.6%). A typical inves-
tor is usually employed (51.8%). Investors mostly earn an available net income up to 
2,500 Euro per month (29.9%). Thus we conclude that investors come from a finan-
cially well situated middle class since the average net income in Germany is 1,843 
Euro per month (Statistisches Bundesamt, 2017). Moreover, we argue that respond-
ents have an understanding of business and economics because more than half have 
studied economics. We value this information as highly important to answer our ques-
tion how professionally the crowdinvestors evaluate the provided information.   
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Variable  Share in % Cumulative % 
Gender Male 88,4  
Female 11,6  
Age 16-20 yrs 1,4 1,4 
21-25 yrs 13,6 15,0 
26-30 yrs 24,4 39,4 
31-35 yrs 17,8 57,3 
36-40 yrs 11,7 69,0 
41-45 yrs 12,7 81,7 
46-50 yrs 8,5 90,1 
51-55 yrs 4,2 94,4 
56-60 yrs 2,8 97,2 
61-65 yrs 1,4 98,6 
66-70 yrs 1,4 100 
State Baden-Württemberg 14,6  
Bavaria 17,0  
Berlin 9,9  
Brandenburg 2,8  
Hamburg 4,2  
Hesse 8,5  
Mecklenburg-Western Pomerania  0,9  
Lower Saxony 5,7  
North Rhine-Westphalia 15,1  
Rhineland-Palatinate 3,8  
Saarland 0,5  
Saxony 7,1  
Saxony-Anhalt 1,9  
Schleswig-Holstein 1,9  
Thuringia 0,9  
Outside Germany 5,2  
Table 9a Descriptive statistics (continuing) 
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Employment status Student 16,6 16,6 
Employed 51,8 68,4 
Self-employed 28,5 96,9 
Unemployed 0,5 97,4 
Retired 2,6 100 
Highest Degree Mittlere Reife 7,3 7,3 
 Fachabitur/ Abitur 18,4 25,7 
Vocational Training 6,3 32,0 
University of Applied Sciences 16,0 48,1 
University 45,6 93,7 
Promotion 6,3 100,00 
Study area Arts and Culture 3,1  
 Humanities 2,4  
Engineering 16,5  
Natural science 6,3  
Law studies 2,4  
Social studies 2,4  
Economics 56,7  
Available income 0 Euro 3,6 3,6 
 1-2500 Euro 29,9 33,5 
2501-5000 Euro 20,1 53,6 
5001-7500 Euro 11,9 65,5 
7501-10.000 Euro 10,8 76,3 
10.001-30.000 Euro 14,9 91,2 
30.001-50.000 Euro 4,1 95,4 
50.001-100.000 Euro 2,1 97,4 
100.001-250.000 Euro 1,0 98,5 
More than 250.000 Euro 1,5 100 
Table 9b Descriptive statistics (resumed) 
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Furthermore, we asked the respondents in our study if they use social media to obtain 
information about the development of startups they invested in or would invest in. 
Answers were mixed: 29% totally disagreed, while 57.2 % agreed. Here Facebook 
and the start-up-blogs were used most frequently for information gathering, but 
61.6% respective 77.9% would use it for other purposes. Rather more often respond-
ents would use specific websites, such as the CI platform (97.8%;), the newsletter of 
the CI homepage (93.6%;), the company homepage (95.4%) and the newsletter of the 
start-up (87%) as well as other start-up related websites (63.3%) to obtain infor-
mation. 
 
5.2 Correlations 
In table 10 we present the correlations of the used variables. As we can see from the 
correlation matrix, there is a medium correlation between the variables Patronage and 
Profit (r=0,54), Identification and Profit (r=0,59) as well as Patronage and Identifica-
tion (r=0,54). Although, the correlation might be not too high (Field 2011, 224), tests 
of multicollinearity were performed. Those indicate a good fit since the VIF of the 
variables ranges between 1,109 and 1,405 and thus, is below 10 (Myers, 1990). More-
over, the Durbin-Watson-Test showed a value of 2,121, which is close to 2 and there-
fore indicating that the residuals are uncorrelated (Field 2011, 220–21). 
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Variable Name Mean SD 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 
Profit 0,98 0,02 ~ ~ 
Patronage 0,98 0,02 0,54** ~ 
Support ventures in the 
region 
0,55 0,25 0,16* 0,17** ~ 
Networking 0,66 0,23 0,2** 0,16* 0,34** ~ 
Identification  0,98 0,02 0,59** 0,54** 0,16* 0,14* ~ 
Support a cause 0,85 0,13 0,26** 0,23** 0,30** 0,32** 0,34** ~ 
Self-Consumption 0,86 0,12 0,28** 0,24** 0,23** 0,28** 0,36** 0,33** ~ 
dRelationship 2,00 1,17 0,13 0,04 -0,02 -0,09 0,09 -0,14 -0,08 ~ ~ 
Reputation_Media 0,63 0,23 0,04 0,04 0,00 0,32** 0,04 0,013 0,09 0,00 ~ 
Third Parties 0,85 0,13 0,13* 0,4 0,07 0,17* 0,04 0,08 0,09 -0,06 0,19** ~ 
dVideo Pitch 0,94 0,06 0,10 0,24** 0,09 0,19** 0,10 0,21** 0,11 0,07 0,21** 0,15* ~ 
dBusiness Plan 0,97 0,03 0,19** 0,19** -0,04 0,11 0,19** 0,01 0,01 -0,09 0,16* 0,24** 0,19** ~ 
dHomepage 0,94 0,05 0,14* 0,12 -0,07 -0,06 0,12 -0,04 -0,04 0,09 0,01 0,00 0,1 0,21** ~ 
Team 10,25 5,44 0,22** 0,18** 0,01 0,22* 0,19** 0,19** 0,02 0,17* 0,26** 0,15* 0,32** 0,25** 0,08 ~ 
Expert_Branch  2,05 1,01 0,11 0,09 0,11 0,15* 0,13 0,12 0,14 0,35** 0,18* -0,02 0,08 0,15* -0,06 0,19** ~ 
InvestBeh 4,43 5,02 0,09 0,16* 0,19** 0,29** 0,07 0,16* 0,30** 0,03 0,16* 0,08 0,26** 0,11 -0,02 0,17* 0,00 ~ 
Table 10 Correlation matrix 
Note: The correlation has with: **p > 0,01; *p > 0,05 significance. 
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5.3 Multiple linear regressions 
5.3.1 Motives 
In our first hypothesis we test our model based on motives we identified from litera-
ture (figure 11). We apply a bootstrapped multiple linear regression. The model is 
significant on a 95 % basis (p< 0,018). Thus, only the motivation to make profit and 
the patronage motive are significant motives. Compared to our non-bootstrapped 
model, the motive to foster the own network became insignificant and thus, is not 
robust. In conclusion, H1 can be partially confirmed. 
Variables 
 
 Coefficient β p (p<0,05) 
Constant -2,864  0,330 
Profit 1,217 0,174 0,009 
Patronage 1,164 0,166 0,017 
Support ventures in the region  -0,286 -0,047 0,484 
Networking 0,653 0,129 0,059 
Identification with product/service -0,274 -0,034 0,651 
Support a cause -0,418 -0,077 0,280 
Self-consumption -0,122 -0,024 0,728 
R²   0,069 
p   0,018 
Table 11 Predictors of number of investments based on motivational factors 
5.3.2. Relationship  
To test the hypothesis that the number of investments is influenced by the relationship 
of the crowdinvestor to the project initiator, we construct a variable “relationship to 
the project initiator” (table 8). The construct validity (Crohnbach’s alpha) was good 
α=0,81. In our analysis, we apply a bootstrapped dummy regression based on a dif-
ferentiation of internal and external capital (Colombo et al., 2015). The result is sig-
nificant on a 95 % basis, with the coefficient “dRelationship” as a significant predic-
tor. The results allow us to confirm H2. 
Variables  
 Coefficient β p (p<0,05) 
Constant 0,541  0,519 
dRelationship 2,551 0,0438 0,000 
R²   0,192 
p   0,000 
Table 12 Predictors of numbers of investments based on the relationship 
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5.3.3. Narrative elements 
To test this hypothesis, we operationalized the narrative elements according to 
Frydrych et al. (2014), who name the business plan, the video pitch and the infor-
mation on the CI platform as narrative elements (table 8). We apply a bootstrapped 
multiple linear dummy regression. Our findings are insignificant. Thus, H3 is re-
jected. 
Variables  
 Coefficient β p (p<0,05) 
Constant 1,47  0,51 
dVideo Pitch 0,34 0,07 0,35 
dBusiness Plan 0,79 0,13 0,08 
dHomepage -0,45 -0,07 0,32 
R²   0,024 
p   0,164 
Table 13 Predictors of numbers of investments based narrative elements 
 
5.3.4. Endorsements by third parties 
For testing this hypothesis, we applied a bootstrapped multiple linear dummy regres-
sion, which is significant. However, only the reputation created by the media is a 
significant predictor of the number of investments. The endorsement by third parties 
appears to be insignificant. Thus, H4 can be partially confirmed. 
 
5.3.5 Professionality of crowdinvestors 
To examine hypothesis 5 three models were calculated by running bootstrapped multiple 
linear regressions with dummy variables. Those dummy variables had been computed by 
summarizing the single dummy-coded variables (see table 1). Before doing so, the construct 
reliability had been calculated, resulting in an Cronbach’s alpha for the variable “Team” with 
Variables  
 Coefficient β p (p<0,05) 
Constant -4,06  0,001 
Reputation_Media 2,552 0,197 0,004 
Third Parties -0,61 -0,035 0,614 
R²   0,017 
p   0,037 
Table 14 Predictors of numbers of investments based on endorsements 
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α=0,52, the variable “Expert_Branch” with α=0,82 and the variable “InvestBeh” with 
α=0,81. The model predicts the number of investments significantly. Moreover, two coeffi-
cients significantly predict the number of investments, the quality of the team and the expert 
knowledge of the crowdinvestor in the branch. The investment behavior of others is an in-
significant predictor of the number of investments. H5 is partially accepted. 
Variables  
 Coefficient β p (p<0,05) 
Constant -4,51  0,229 
Team 1,65 0,26 0,001 
Expert_Branch  0,62 0,23 0,008 
InvestBeh -0,2 -0,07 0,282 
R² 0,22 0,01 0,148 
p   0,000 
Table 15 Predictors of numbers of investments based on the professionality of crowdinvestors 
 
6 Discussion  
Crowdinvesting is one of the most promising methods to overcome the equity funding gap. 
It allows a fast collection of capital, provides a market testing and the media attention can 
support marketing activities as well as foster the development of the venture/product. In the 
present study, we accessed the characteristics of the crowd, especially its professionality, the 
motives and its reaction to signals from the project initiator. Therefore, we carried out a 
quantitative survey with 349 participants. Table 16 gives a summary of our hypotheses. 
Hypotheses Variables Result 
H1: Different motives based on our 
model significantly predict the investment 
activity. 
Profit 
Patronage 
Support ventures in the region  
Networking 
Identification with product/service 
Support a cause 
Self-consumption 
Accepted for the Variables 
Profit and Patronage 
H2: There is a significant prediction of 
the number of investments by external so-
cial capital. 
dRelationship (1= internal social capital, 
0= external social capital) 
Accepted 
H3: There is a significant prediction of 
the number of investments by submitting 
narrative elements. 
dVideo Pitch 
dBusiness Plan  
dHomepage 
Rejected 
H4: There is a significant prediction of 
the number of investments by endorse-
ments of third parties. 
Reputation Media 
Third Parties 
 
Accepted for Variables 
Reputation Media 
H5: There is a significant prediction of 
the number of investments by the profes-
sionality of crowdinvestors. 
Team 
Expert_Branch 
InvestBeh 
Accepted for the Variables 
Team and Expert_Branch 
Table 16 Summary of hypotheses and their results 
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Our data suggests a positive relationship between the motive to make profit and the invest-
ment decision. Thus, findings are partially in line with Brem and Wassong (2014) and 
Bretschneider, Knaub, and Wieck (2014). Also the motive to support founders in realizing 
their idea (patronage) became a prevalent motive for the investment decision. In conclusion 
crowdinvestors are not only profit oriented but invest also out of social motives (Brem and 
Wassong 2014). The findings indicate that crowdinvestors might be alike to business angels 
in terms of their motives to support a venture (Brettel, 2003; Stedler & Peters, 2003). 
Apart from connecting with others (networking), other motives negatively impact the 
investment decision, but insignificantly. Our finding regarding the networking mo-
tive in crowdinvesting remains ambiguous. After applying a bootstrapped regression, 
this predictor became insignificant. A possible explanation might be that the network-
ing motive is a positive side effect for crowdinvestors, but not a main reason for in-
vestment. Furthermore, the majority of those motives are socially oriented ones, like 
the motive to support a venture in the region. This is insofar explainable as the CI 
platform operates German wide and the majority of the crowd is settled in Bavaria, 
Baden-Württemberg and North Rhine-Westphalia. For instance, supporting the ven-
tures in Saxony is not of particular interest of them. Moreover, the negative relation-
ship between the identification with the product/service and the number of invest-
ments seems to be irrational at first glimpse. In other words, the more a crowdinvestor 
likes the product, the less s(he) would be likely to invest. A possible explanation 
might be that crowdinvestors are able to put personal feelings aside and concentrate 
on rational, fact-oriented aspects when investing in a project. The same explanation 
can be applied for the motives “support a cause” and “self-consumption”. 250 Euros 
are a lot more money than 10 or 20 Euros one invests in a social or artistically project 
where the return is a specific, previously defined reward. In crowdinvesting, the risk 
to lose the money is higher because the profit is depending on the venture perfor-
mance. Thus, it seems to be rational not to invest out of social motives but to step 
back for a moment and have a second look at the investment. 
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Moreover, we found that the investment decision is influenced by the relationship to 
the project initiator. In line with Colombo, Franzoni, and Rossi-Lamastra (2015) we 
conclude that there is a positive significant relationship between investors who are 
part of external social capital and the funding of a project. A possible explanation 
might be that internal social capital is hard to virtualize (Colombo, Franzoni, and 
Rossi-Lamastra 2015) or that CI would not happen if relatives and friends had money 
to support the project initiator since it is rational and easier to firstly ask people with 
whom a founder has a close relationship. 
Endorsements by third parties appear to have no encouraging effect on the investment 
decision. Although the predictor is not significant, there is a negative relationship 
between the numbers of investment and the endorsements of third parties. Since the 
investors are part of external social capital, a possible explanation might be that they 
do not know who is a trustworthy person able to give additional information about 
the start-up. Thus, a third party might not be able to reduce the liability of newness. 
The explanation is supported by the fact that the other predictor “Reputation_Media” 
positively significantly predicts the number of investments, which is in line with find-
ings by Li and Martin (2016). In conclusion, the crowdinvestors use media reputation 
as a valid signal for the investment decision. This is supported by Lehner (2013), who 
found that legitimization plays an important role for the investment. Our findings 
suggest that media coverages lead to legitimization building. It might be, however, 
also an indicator for a herding process, triggered by great media attention for a start-
up. 
Our findings regarding the use of narrative elements that influence the investment 
decision turned out to be insignificant (Frydrych et al. 2014). This means that narra-
tive elements do not predict the number of investments significantly. Looking at the 
single predictors, our findings support on one hand Frydrych et al. (2014) who also 
found that the video pitch is no adequate factor for predicting funding success. On 
the other hand, the business plan remains the only positively significant predictor in 
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our model. It implies that the business plan contains all relevant information for the 
investment decision and the other narrative elements might provide redundant infor-
mation. Furthermore, it suggests that the crowd is working efficiently by focusing on 
the relevant information. 
In our last hypothesis we analyzed if there is a significant prediction of the number 
of investments by the professionality of the crowdinvestors. Our data suggests that 
the professionality of the crowd significantly influences the number of investments. 
Thus, especially the perceived quality of the team consisting of the items team expe-
rience, proof of concept supplied by the team and earlier investment is a significant 
predictor and positively related with the number of investments, supporting the find-
ings of Mollick and Robb (2016). Also, the knowledge about the branch predicts sig-
nificantly the investment decision. Especially the latter finding indicates that 
crowdinvestors are not random people who want to invest spare money but rather 
strategic investors that are capable to evaluate the situation of the start-up, for instance 
taking a role similar to business angels (Tomczak and Brem 2013; Kraus, Richter, 
Brem, Cheng, and Chang, 2016). 
From the data we derive in figure 12 a scheme about the investment process from the 
perspective of a crowdinvestor.  
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Figure 12 Investment process from the perspective of a crowdinvestor 
 
7 Conclusion 
The use of the internet and its social networks appears to be very beneficial, because 
capital seekers and investors coordinate directly, which raises the actors’ independ-
ence of the formal financial market (Harrison 2013). Additionally, it includes several 
positive effects, such as a quicker time-to-market or the reduction of transaction costs 
(c.f. Ahlers et al. 2015; Brem, Jovanović, and Tomczak 2014; Frydrych et al. 2014; 
Kraus et al. 2016; Lehner 2013; Lehner, Grabmann, and Ennsgraber 2015; Lehner 
and Nicholls 2014). Compared to other instruments for start-up financing, CI is very 
flexible because the scale of funding and levels are lower than found usually with 
business angels or venture capital funding (Harrison 2013; Lehner, Grabmann, and 
Ennsgraber 2015).  
In the present study, we assessed the characteristics of the crowd, especially its pro-
fessionality, its motives and its reaction to signals from the project initiator. To that 
aim we used the answers of 349 participants. Our findings suggest that the crowdin-
vestor is much more professional and profit oriented than supporters in crowdfund-
ing. This is proved by the following evidence: Firstly, we could confirm that one of 
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two main motives to invest in a project is to make profit. Besides, we found that 
investors are intrinsically motivated to support founders in realizing their project. A 
social attitude or interest in the idea exists when investing in the project. This might 
explain why people participate in CI despite the high risk of failure. Secondly, we 
could regard the crowdinvestor as a part of an external community which finances 
the start-up. Thirdly, reputation building through the media influences the investment 
decision. Fourthly, the crowdinvestors do not rely on narrative elements such as the 
video pitches or textual presentation on the CI platform but the value of the business 
plan. However, it remains unclear how the crowd evaluates and rates the information. 
Fifthly, the investors’ branch knowledge and his/her estimation of the team quality is 
relevant for the investment decision.  
For the practical application our research implicates that the crowd needs to be ad-
dressed in a professional manner. Our investment model provides a comprehensive 
understanding of how the investment process of investors functions. The knowledge 
can be used by project initiators in order to optimize the communication about the 
project. For instance, project initiators should also inform about the team in order to 
help crowdinvestors to draw a picture about the quality of the project. Furthermore, 
start-ups should provide additional information about the branch in order to signal 
that they have understood the business as it is likely that the crowdinvestors are 
branch experts. Also, it might be helpful to install interactive elements in the pitch in 
order to trigger the expert knowledge of the crowd which likes to support founders in 
realizing their project. Our research indicates that crowdinvestors are similar to busi-
ness angels and therefore it is a good chance for start-ups to establish a long-term 
network with them. Also it shows that the money to close the equity funding gap 
might not necessarily come from VC’s or banks but from small investors.  
Our findings result in three implications for academia: A) Often being subordinated 
under the term crowdfunding, equity-based crowdfunding or crowdinvesting is an 
independent area of research which should be researched independently. Otherwise 
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research findings might be biased or countradicting. B) Our study suggests that 
crowdinvestors in general do not think and act differently from VC’s or business an-
gels. C) From our results we derive a first investment model from the perspective of 
an investor. By doing so, we provide a first understanding of the evaluation process 
of crowdinvestors.  
 
8 Limitations and Future Research 
Despite the depth of this study the present research has its limitations. Firstly, due to 
the comparatively small amount of respondents, we do not claim that these results 
apply generally to the totality of CI platforms. This also lies in the nature of the sub-
ject. As discussed earlier, crowdfunding has different types which result in the attrac-
tion of a crowd with characteristics that are different from each other. Results of stud-
ies like this can vary broadly with the sample and the data might be not generalizable 
for all crowdfunding types. Every sample is quite unique because the characteristics 
of the CI platform are attracting projects and thus, a very special crowd. Instead re-
sults are understood to be indicative of the situation. However, the resulting invest-
ment process model of investors provides an initial understanding of the internal de-
cision making process of an investors. Arguably, further research must be done in 
order to refine the model. Secondly, we faced the problem that our participants are 
not necessarily crowdinvestors but receivers of the platform’s newsletter. Therefore, 
the actual behavior might be different from what was answered. Thirdly, data has 
been collected in 2013 and therefore attitudes towards CI and motivation to support 
projects might have been changed due to regulatory changes (Brem, Jovanović, and 
Tomczak 2014; Hagedorn and Pinkwart 2016). Thus, our research is sketching the 
main characteristics of crowdinvestors and might be a piece of the puzzle “crowdin-
vesting”. It shows how less we know so far about small investors. Thus, the CI-re-
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search should concentrate further on the investors, because the results might help ac-
ademia to understand how to motivate and activate small investors for supporting 
entrepreneurs.  
Also, the complexity of motivational processes and influence of signals to the indi-
vidual investor leads to the question if a questionnaire is the right method to under-
stand the crowd. Thus, research on crowdinvesting should look closer at the involved 
persons in the investing process and what concrete psychological and emotional pro-
cesses influence it. A potential promising method to explore this further is George 
Kelly’s (1955) repertory grids, which was already applied among entrepreneurs in 
Germany, France and Poland (Hagedorn, 2015; Klapper, 2014). 
  
163 
8 References 
Agrawal, A., K., Catalini, C., & Goldfarb, A. (2011). The geography of crowdfun-
ding. NBER working paper series 16820. Cambridge, Mass. 
Ahlers, G., K.; Cumming, D.; Günther, D., & Schweizer, D. (2015). Signaling in 
Equity Crowdfunding. Entrepreneurship Theory and Practice 39 (4): 955–80.  
Anderson, A.; Park, J., & Jack, S. (2007). Entrepreneurial Social Capital. Internatio-
nal Small Business Journal 25 (3): 245–72.  
Angerer, M.; Brem, A.; Kraus, S., & Peter, A. (2017). Start-up Funding via Equity 
Crowdfunding in Germany – A Qualitative Analysis of Success Factors. The Jour-
nal of Entrepreneurial Finance 19 (1).  
Belleflamme, P.; Lambert, T. & Schwienbacher, A. (2014). Crowdfunding: Tapping 
the right crowd. Journal of Business Venturing 29 (5): 585–609. 
Bourdieu, P. (1986). The forms of capital. In J., G. Richardson (ed.).  Handbook of 
theory and research for the sociology of education, pp. 241–58. Westport CT: Gre-
enwood Press. 
Brem, A.; Jovanović, T., & Tomczak, A. (2014). Crowdsourcing, Crowdfunding, 
Crowdinvesting: Eine Renaissance von Genossenschaften bei Unternehmensgrün-
dungen? In Aktuelle Forschungsfragen zur Gründung, Finanzierung und Bericht-
erstattung von Genossenschaften, 39–52. Stuttgart: Lucius & Lucius. 
Brem, A., & Wassong, N. (2014). Wer investiert warum? Eine Analyse von Invest-
mententscheidungen bei Crowdfunding-Projekten. Zeitschrift für KMU und Ent-
repreneurship : ZfKE 62 (1): 31–55. 
Bretschneider, U.; Knaub, K., & Wieck, E. (2014). Motivations for Crowdfunding: 
What drives the Crowd to invest in Start-ups? Online: pubs.wi-kassel.de/wp-con-
tent/uploads/2015/04/JML_5321.pdf. 
Brettel, M. (2003). Business angels in Germany: A research note. Venture Capital 5 
(3): 251–68. 
 164 
 
Burt, R., S. (1995). Structural holes: The social structure of competition. (1st ed.). 
Cambridge, Mass. Harvard University Press. 
Carstens, J., & Schramm, D., M. (2014). Startup-Crowdfunding und Crowdinvesting: 
Ein Guide für Gründer: Mit Kapital aus der Crowd junge Unternehmen online fi-
nanzieren. EBL-Schweitzer. Wiesbaden: Springer Fachmedien Wiesbaden. 
Colombo, M. G.; Franzoni, C., & Rossi-Lamastra, C. (2015). Internal Social Capital 
and the Attraction of Early Contributions in Crowdfunding. Entrepreneurship The-
ory and Practice 39 (1): 75–100.  
Cumming, D., & Johan; S. (2013). Demand-driven securities regulation: Evidence 
from crowdfunding. Venture Capital 15 (4): 361–79.  
Davis, B., C.; Hmieleski, K. M.; Webb, J., W., & Coombs, J. E. (2017). Funders’ 
positive affective reactions to entrepreneurs’ crowdfunding pitches: The influence 
of perceived product creativity and entrepreneurial passion. Journal of Business 
Venturing 32 (1): 90–106.  
Field, A. (2011). Discovering statistics using SPSS. (3rd ed). London [etc.]: Sage. 
Frydrych, D.; Bock, A., J.; Kinder,T. & Koeck, B. (2014). Exploring entrepreneurial 
legitimacy in reward-based crowdfunding. Venture Capital 16 (3): 247–69. 
Gerber, E., M., & Hui, J. (2013). Crowdfunding: Motivations and Deterrents for Par-
ticipation. ACM Trans. Comput.-Hum. Interact. 20 (6): 1–32. 
doi:10.1145/2530540. 
Hagedorn, A. (2015). Using repertory grid technique to explore the relationship be-
tween business founders and support agents. In H. Neergaard & C. Leitch (Eds.). 
Handbook of Qualitative Research Techniques and Analysis in Entrepreneurship, 
pp. 367–92. Cheltenham: Edward Elgar. 
Hagedorn, A, & Pinkwart, A. (2013). Crowdinvesting as a Financing Instrument for 
Startups in Germany-A Critical Platform Analysis. HHL Working Paper Series, 
No. 120.  
 165 
 
Hagedorn, A. & Pinkwart, A. (2016). The Financing Process of Equity-Based Crowd-
funding: An Empirical Analysis.”In D. Brüntje & O. Gajda (Eds.). Crowdfunding 
in Europe: State of the art in theory and practice, pp. 71–85. FGF studies in small 
business and entrepreneurship. Cham: Springer. 
Harrison, R. (2013). Crowdfunding and the revitalisation of the early stage risk cap-
ital market: Catalyst or chimera? Venture Capital 15 (4): 283–87.  
Hemer, J.; Schneider, U.; Dornbusch, F., & Frey, S. (2011). Crowdfunding und an-
dere Formen informeller Mikrofinanzierung in der Projekt- und Innovationsfinan-
zierung. ISI-Schriftenreihe Innovationspotenziale. Stuttgart: Fraunhofer-Verl. 
Hervé, F.; Manthé, E.; Sannajust, A.; Schwienbacher, A. (2016). Investor Motiva-
tions in Investment-Based Crowdfunding. Online: https://pa-
pers.ssrn.com/sol3/Papers.cfm?abstract_id=2746398#. 
Kitchens, R., & Torrence, P. D. (2012). The Jobs Act - Crowdfunding and Beyond: 
Social Networking Meets Angel Investing. Economic Development Journal (4): 
42–47. 
Klapper, R., G. (2014). A role for George Kelly's repertory grids in entrepreneurship 
education? Evidence from the French and Polish context. The International Jour-
nal of Management Education 12 (3): 407–21. doi:10.1016/j.ijme.2014.06.002. 
Klöhn, L., & Hornuf, L. (2012). Crowdinvesting in Deutschland: Markt, Rechtslage 
und Regulierungsperspektiven. Zeitschrift für Bankrecht und Bankwirtschaft: ZBB 
24 (4, (15.8)): 237–66. 
Kraus, S.; Richter, C.; Brem, A.; Chen, C.-F.; & Chang, M.-L. (2016). Strategies for 
reward-based crowdfunding campaigns. Journal of Innovation & Knowledge 1 (1): 
13–23. doi:10.1016/j.jik.2016.01.010. 
Lambert, T. & Schwienbacher, A. (2010). An Empirical Analysis of Crowdfunding. 
 Online: http://www.crosnerlegal.com/images/47770544_An_Empirical_Ana-
lysis_of_Crowdfunding.pdf.  
166 
Lehner, O., M. 2013. Crowdfunding social ventures: A model and research agenda. 
Venture Capital 15 (4): 289–311.  
Lehner, O., M.; Grabmann, E. & Ennsgraber, C. (2015). Entrepreneurial implications 
of crowdfunding as alternative funding source for innovations. Venture Capital 17 
(1/2): 171–89. 
Lehner, O., M., & Nicholls, A. (2014). Social finance and crowdfunding for social 
enterprises: a public–private case study providing legitimacy and leverage. Ven-
ture Capital 16 (3): 271–86. 
Ley, A., & Weaven, S. (2011). Exploring Agency Dynamics of Crowdfunding in 
Start-up Capital Financing. Academy of Entrepreneurship Journal 17 (1): 85–110. 
Li, E., & Martin, J., S. (2016). Capital formation and financial intermediation: The 
role of entrepreneur reputation formation. Journal of Corporate Finance. 
doi:10.1016/j.jcorpfin.2016.04.002. 
Lounsbury, M., & Glynn, M., A. (2001). Cultural entrepreneurship: Stories, legiti-
macy, and the acquisition of resources. Strat. Mgmt. J. 22 (6-7): 545–64. 
Mollick, E., & A. Robb. 2016. Democratizing Innovation and Capital Access: The 
Role of Crowdfunding. California Management Review 58 (2): 72–87. 
doi:10.1525/cmr.2016.58.2.72. 
Mollick, E. (2014). The dynamics of crowdfunding: An exploratory study. Journal 
of Business Venturing 29 (1): 1–16. 
Moritz, Alexandra, Joern Block, and Eva Lutz. 2015. “Investor communication in 
equity-based crowdfunding: A qualitative-empirical study.” Qual Research in Fin 
Markets 7 (3): 309–42. doi:10.1108/QRFM-07-2014-0021. 
Myers, R., H. (1990). Classical and modern regression with applications. (2nd ed.). 
Duxbury classic series. Pacific Grove, CA. Duxbury/Thompson Learning. 
Nahapiet, J. & Ghoshal, S. (1998). Social Capital, Intellectual Capital, and the Or-
ganizational Advantage. The Academy of Management Review 23 (2): 242–66.  
167 
Nasrabadi, A., G. (2016). Equity Crowdfunding: Beyond Financial Innovation. In D. 
Brüntje & O. Gajda (Eds.) Crowdfunding in Europe: State of the art in theory and 
practice, pp. 201–8. FGF studies in small business and entrepreneurship. Cham: 
Springer. 
Ordanini, A., Miceli, L.; Pizzetti, M., & Parasuraman, A. (2011). Crowd‐funding: 
Transforming customers into investors through innovative service platforms. Jour-
nal of service management 22 (4): 443–70. doi:10.1108/09564231111155079. 
Reichwald, R. & Piller, F. (2005). Open Innovation: Kunden als Partner im Innova-
tionsprozess.” In S, Foschiani , W. Habenicht, G. Wäscher (Eds.). Strategisches 
Wertschöpfungsmanagement in dynamischer Umwelt: Festschrift für Erich Zahn, 
pp. 51–78. Frankfurt am Main: Lang. https://www.researchgate.net/pro-
file/Frank_Piller/publication/235700667_Open_Innovation_Kunden_als_Part-
ner_im_Innovationsprozess/links/0deec52c78a7d3b478000000.pdf. 
Russ, C. (2007). Online Crowds - Extraordinary Mass Behavior on the Internet. Mas-
ter Thesis. Online: http://ssrn.com/abstract=1620803. 
Ryan, R., M. & Deci. E., L. (2000b). “Intrinsic and Extrinsic Motivations: Classic 
Definitions and New Directions.” Contemporary educational psychology 25 (1): 
54–67. doi:10.1006/ceps.1999.1020. 
Ryan, R., M., & Deci, E., L. (2000a). Self-determination theory and the facilitation 
of intrinsic motivation, social development, and well-being. American Psycholo-
gist 55 (1): 68–78. doi:10.1037/0003-066X.55.1.68. 
Schwienbacher, A. & Larralde, B. (2012). “Crowdfunding of Small Entrepreneurial 
Ventures.” In C. Douglas (Ed): Handbook of Entrepreneurial Finance, pp. 369-
391. Oxford: Oxford University Press. http://papers.ssrn.com/sol3/papers.cfm?ab-
stract_id=1699183. Accessed July 20, 2016. 
Seedmatch (2017). “Für Investoren.” Online: https://www.seedmatch.de/fuer-in-
vestoren, accessed March 19, 2017. 
168 
Statistisches Bundesamt (2017). Volkswirtschaftliche Gesamtrechnungen: Fachserie 
18, Reihe 1.5 Lange Reihen ab 1970. Online: https://www.destatis.de/DE/Publika-
tionen/Thematisch/VolkswirtschaftlicheGesamtrechnungen/Inlandsprodukt/In-
landsproduktsberechnungLangeReihenPDF_2180150.pdf?__blob=publication-
File, accessed May 06, 2017. 
Stedler, H., & Peters, H., H. (2003). “Business angels in Germany: An empirical 
study.” Venture Capital 5 (3): 269–76.  
Thürridl, C., & Kamleitner, B. (2016). “What Goes Around Comes Around? Rewards 
as Strategic Assets in Crowdfunding.” California Management Review 58 (2): 88–
110. doi:10.1525/cmr.2016.58.2.88. 
Tomczak, A. & Brem, A. (2013). “A conceptualized investment model of crowdfund-
ing.” Venture Capital 15 (4): 335–59. 
Zhang, J.; and Liu; P. (2012). “Rational Herding in Microloan Markets.” Manage-
ment Science 58 (5): 892–912. doi:10.1287/mnsc.1110.1459. 
Zheng, H.; Dahui L.; Wu, J.; and Yun, X. (2014). “The role of multidimensional so-
cial capital in crowdfunding: A comparative study in China and US.” Information 
& Management 51 (4): 488–96. doi:10.1016/j.im.2014.03.003. 
HHL Leipzig Graduate School of Management is a university-level institution and ranks amongst 
the leading international business schools. The goal of the oldest business school in German-
speaking Europe is to educate effective, responsible and entrepreneurially-minded leaders. HHL 
stands out for its excellent teaching, its clear research focus, its effective knowledge transfer into 
practice as well as its outstanding student services. According to the Financial Times, HHL ranks 
first in Germany and fifth globally for its entrepreneurship focus within the M.Sc. and EMBA pro-
grams. HHL is accredited by AACSB International. www.hhl.de
© HHL Leipzig Graduate School of Management, Leipzig (Germany), 2018
The sole responsibility for the content of this doctoral thesis lies with the author.  
We encourage the use of the material for teaching or research purposes with reference to the 
source. The reproduction, copying and distribution of the thesis for non-commercial purposes 
is permitted on condition that the source is clearly indicated. Any commercial use of the docu-
ment or parts of its content requires the written consent of the author.
For further HHL publications see www.hhl.de/publications
